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0 Building Products Merchandiser 


Lumberman 


Back at Imports 


Hard-hitting merchandising program by American hardboard producers 
will sell ‘‘plus values’’ of domestic product 


* Dealers claim competition forces them to handle foreign-made goods 


against their better judgement. Manufacturers say full impact of imports 
yet to be felt. 
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* Latest developments in import picture, pages 28-42 
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—symbol of progress 


The distinctive, modern design of this new nickel 
silver Dexter key is symbolic of the continuous 
progress at Dexter. 


Your key to: 
e Security—22,000 key changes 





e Guaranteed quality—backed by nearly a half 
century of lock making experience 


@ Modern lock designs—wide range of styles 





Smooth, trouble-free operation—Dexter 
quality materials and workmanship 


e Faster, easier installations 


This new key will be opening the doors of quality 


&; homes throughout the world. 





: 4a ; 4 e 4 The Dexter “D" Key . . . Your Quality Guarantee 


UY DEXTER 


DEXTER LOCK DIVISION in Canada: Dexter Lock Conada, Ltd., Galt, Ontario. Im Mexico: Dexter Locks, Plata Elegante, S.A. 
Dexter Industries, Inc. — nd R api ds, Mich de €.V. Monterrey. Dexter Locks are also manufactured in Sydney, Australio and Milan, Italy. 
. Gra ; . 
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Atlas W 
Portland mite 
Cement 
Non-Staining 

84 Ibs. net 


Stock and sell Atlas White... the non-staining, white portland cement that 
more builders, architects and manufacturers are specifying .. . for precast concrete panels... 
terrazzo... stucco... faced concrete block . . . split block... reflecting curbing and markers 
... Swimming pools... reflecting floors ... cold-glazed wall finishes . . . non-staining masonry 
mortar . . . screen walls . . . and many white or colored concrete projects such as patios... 
benches . . . flagstones . . . sidewalks. Available in regular, air-entraining and waterproofed 
types. Complies with ASTM & Federal Specifications. Backed by a consistent advertising pro- 
gram in trade publications. For information, call the nearest Universal Atlas sales office — or 
write: Universal Atlas Cement, 100 Park Avenue, New York 17, N. Y. 


"USS" and "'Atias” are registered trademarks 


Universal Atlas Cement 
Division of 
United States Steel 


WG-1 


OFFICES: Albany + Birmingham + Boston + Chicago+ Dayton+ Kansas City» Milwaukee+ Minneapolis « New York+ Philadelphia + Pittsburgh + St. Louls» Waco 
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Figure faster, 
easier with the 
Ojalional* 
DELUXE 
ADDING MACHINE 
with 
“LIVE” 


KEYBOARD! 


You Can Save Up to 50% Hand Motion and Effort 
with the Exclusive National Live Keyboard* 


Every amount key operates the motor. So you can forget 
the Motor Bar! No more back-and-forth hand motion from 
keys to Motor Bar. Think of the time and effort this feature, 
alone, saves! 

All amount keys are instantly adjustable to each oper- 
ator’s preferred touch! No wonder operators are so enthu- 
siustic about the National De Luxe Adding Machine. They 
do their work faster—with up to 50% less effort! 

Only National has 14 time- and money-saving features: 
“Live” Keyboard and Adjustable keytouch are just two of 
14 time- and effort-saving features which you get on the 
National De Luxe Adding Machine. Your local National 
representative will be glad to tell you about all 14 features 
and give you a demonstration, without obligation. 


Your business, too, can benefit trom the many time- and 
money-saving features of a National Adding Machine. Nationals 
pay for themselves quickly through savings, then continue to 
return you a regular yearly profit. See a demonstration on your 
own work. Call nearest National branch office or dealer. See 
phone book yellow pages. 


*TRADE MARK REG. U. &. PAT. OFF. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES * 76 YEARS OF HELPING BUSINESS SAVE MONEY 
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Something To 
Think About... 


* Back in the “good old days” of post- 
war materials shortages and _ similar 
“problems” you often heard convention 
speakers and dealers talk about “normal 
times.” 

Well, those times are here. That is to 
say: A time of intense competition when 
the creative salesman comes into his own. 
Here are some examples: 

* Last month an eastern dealer put all 
his fall lawn supplies and tools in a spe- 
cial display, advertised a “3- month pay- 
ment package for fall lawn fix-up” at no 
carrying charge. Result? One of the best 
Saturday sales of the year—with $50 and 
$60 store tickets instead of $5 and $10 
purchases. 

* A Midwestern dealer took a hard look 
at his paint sales and profits, decided to 
put a few painters on his own payroll. 
His proposal: “I'll advertise your services 
regularly and keep you busy.” Both paint- 
yi ae the dealer are happy about the 
eal. 

¢ Another dealer in a depressed area dis- 
covered that his small-city department 
store didn’t have a kitchen display or 
service. So the dealer arranged to install 
a model kitchen in the department store 
and will handle all installations as well 
as sell the cabinets and building mate- 
rials. Too early to tell what will result— 
but itll probably develop in badly 
needed business at low sales cost to the 
dealer. 

* A Michigan plywood fabricator con- 
vinced a builder to use his new prebuilt 
stressed-skin wall and roof panels, which 
provide strikingly contemporary home de- 
signs with exposed plywood ceilings and 
beams. Four model homes were opened 
last month—and all four were sold in a 
single day! This was in a slow market. 
The reason? Something new in home de- 
sign for the area, says the builder. 

The dealer with sales ingenuity can sur- 
vive in any normal (or abnormal) time. 
And he’s got one advantage over the 
price-cutter: He can earn a decent mark- 
up for his creative selling. 


WHAT IS “DSC”? This _ insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building, re- 
modeling, farm and commercial markets. 

DSC can stem from land control, pre- 
fabing, financing, sales of new homes 
or remodeling packages (rather than 
pieces) to builders or consumers by the 
retailer. DSC also means product brands 
and specifications controlled by the deal- 
er. 
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MARLITE RANDOM PLANK gives you room for more profit! 


Check your wholesaler for the complete money- 
making details, or write Marlite Division of Mason- 


For more than 30 years, Marlite paneling has been 
popular and profitable for modernizing kitchens and 
baths. And now with new Marlite Random Plank, ite Corporation, Dept. 941, Dover, Ohio. 


profit opportunities are greater than ever. Available 

in six exclusive Trendwood® finishes, this econom- Ld ® 

ical wash-and-wear paneling gives any room the ar i € 

luxury look of handsome hardwoods. It can be in- ° ‘ . 
plastic-finished paneling 


stalled by the home handyman with ordinary car- 


penter tools; cleaned in minutes with a damp cloth. | ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 
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PERSONAL VIEWPOINT 





One Answer to Imports 


HEN THIS MAGAZINE pioneered last year with the 

first industry-wide study of imports as related to building 
materials, Norman P. Mason, administrator, Housing and Home 
Finance Agency, commented in part: 


“I have such confidence in American know-how and Amer- 
ican merchandising, it is my opinion that competition only 
spurs the American businessman on to greater accomplish- 
ments . . . the people of this country don’t like to be told what 
they can and cannot buy .. . I believe our manufacturers and 
producers have a real challenge to furnish information about 
their products.” 


That challenge is being answered today by the ingenuity and 
imagination which have long characterized American indus- 
try. Specifically, you will read in this issue how the American 
Hardboard Association, composed of the leading domestic 
hardboard manufacturers, has mapped a promotion program to 
tell its story of quality and service to customers and prospects, 
a unique story no foreign supplier can match. 


This one step is not the whole answer to the complex import 
problem. There is no single or simple answer. But the step taken 
is in the right direction. 


It is based on the decision that an appeal to “Buy American” 
is not a sufficient buying argument in itself. Customers will buy 
American without being told if the product offered has the 
greatest appeal for the asking price. 


The import problem is one that demands the best thinking 
and financial backing of the entire building materials industry. 
In these days of Common Market cooperation in Europe and 
Latin America, one U. S. manufacturer or one group of manu- 
facturers can hardly do the necessary job in the long pull. What 
is needed is the coordinated effort of the entire building mate- 
rials industry—including dealers and wholesalers. 


True, each manufacturer has his own peculiar problems. But 
overriding them all is the basic problem of securing justified 
protection by voluntary agreement or by legislation of the mate- 
rials Americans produce and use. 


—THE EDITORS 





THERE'S NO DOUBT ABOUT IT: BUSINESS IS SOUR FOR MANY DEALERS. It's been 
an extremely disappointing year and even the usual fall pickup 
in remodeling has failed to materialize as expected. 


New home starts have been sliding for 16 months. The vacancy 
rate on rentals is up 7% nationwide. Total housing inventory, 
according to the Census Bureau, is up to 58.6 million from 
46.1 million in 1950, indicating more than 10% more housing 
units than households. 











It's little wonder that the retail and wholesale building mate- 
rials industry is hotly competitive. 


Dealers in industrial areas are hardest hit. Plant layoffs are 
making people jittery about investing in new homes, major home 
improvements. In contrast, dealers in farm areas are fairly 


well off. 








Cash-and-carry yards and dealers with new prefab divisions are 
turning in best Sales records. One eastern C&C dealer, for 
example, reports 26% sales increase this year over '59 in each 
of six branches. Cash-and-carry yards are opening new branches 
to keep volume up. 











Growth of prefabing continues. Example: Union Roofing & Paper 
Co., wholesaler in York, Penna., started prefab component house 
program for dealers last May, as reported in June 6th issue of 
this magazine. Billings for the prefab program for August was 
in excess of $100,000 -- and profits for both the wholesaler 

and his dealer customers on the home packages are in line with 


original projections. 








Dealers who have diversified with hardware stores, home financ- 
ing, control through contracting and similar moves are generally 
in better shape than others. Also, dealers with shell housing 


and vacation cottage programs. 











The long-range view for the "Soaring Sixties" still looks good. 
ut it's doubtful that any substantial increase in new home 


market will come in 1961. So, you might as well face it: 
Competition in building materials distribution will get rougher 
as aggressive firms push into new territories. 

(For more editorial comments on business conditions, see 


pages 5, 7 and 26.) 


LUMBER DEALERS TAKING KEY ROLE IN NATIONAL FOREST PRODUCTS WEEK promotion. 
Most of the state chairmen for NFPW, listed on page 16 this 


issue, are retail dealers. 
Contact your state chairman to help in this promotion campaign. 





Turn page for continuation 
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“Well Known, 
Branded Items Like 
Sisalkraft Products 

Definitely 
Help My Business” 


Dealers tell us they feel that way about Sisalkraft 
products because, year after year, they find the sale of 
a Sisalkraft product results not only in a fair profit to 
them, but also in a satisfied customer. Sounds like good 
business to us. We plan to keep it that way. 


SELL THE QUALITY SISALKRAFT LINE 

S!ISALKRAFT — For concrete curing and protection — general weather 

protection. SISALATION — Reflective insulation and vapor barrier. 

VAPORSTOP — Low cost, rot resistant vapor barrier. SISALITE, 

SISAL -GLAZE, ESKAY-LITE — A complete line of flexible and AMERICAN SISALKRAFT CORPORATION 
semi-rigid plastic films. COPPER ARMORED SISALKRAFT Chicago6 + New York17 + San Francisco 5 

— For concealed flashing and waterproofing. MOISTOP — Polyethylene In Canada: Murray-Brantford Ltd., Montreal 

and reinforced paper — a permanent vapor barrier. 


reinforced paper, foil and plastics for construction, industrial packaging and agriculture 
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WATCH FOR NEW MOVES TO SOLVE HOME IMPROVEMENT PROBLEMS. Housing Adminis- 
trator Norman P. Mason reports that during last decade the 
number of dwelling units which became dilapidated nearly offset 
the number improved or eliminated. 

Some 4.5 million housing units lack complete plumbing, the Gov- 
ernment says. 


More laws to license remodeling contractors, eliminate gyp 
operators, are sure to come. New Jersey and California have 
regulatory laws in this field; similar plans are afoot in 
other states. 








You can count on the Better Business Bureaus to step up vol- 
untary policing of phony advertising in home improvement. 
They've already set up new standards for the metropolitan New 
York area, as told in news story, page 18 this issue. 








Campaign to set up a National Assoc. of Rehabilitation Con- 
tractors has been launched by Metropolitan Assoc. of General 
Improvement Contractors in Washington, D.C., a group of one- 
stop remodelers. 


All these moves should be good news for retail building mate- 
rials dealers, will help to sell public on one-stop package 
remodeling services by reputable retailers. 








LUMBER MILLS ARE SWINGING TO 4'x4' UNITIZED PACKAGE SHIPMENTS. Reluctance 
by mills to ship in strapped units is changing, according to 
report from the NRLDA materials handling committee. 


Total of 404 mills have indicated cooperation with the associ- 
ation's standardization program. 





List of cooperating mills is available from National Retail 
Lumber Dealers Association, materials handling dept., 302 Ring 
Building, Washington 6, D.C. 





COMPONENT FABRICATION AT MANUFACTURER LEVEL is getting the attention of 
more major producers. Component wall, roof, ceiling sections 
could be distributed through retail lumber and building mate- 
rials dealers, help retailers control sales. 

For example, here's statement from W. H. Hunt, vice-president 
of Georgia-Pacific Corp.: 








"While we have no immediate intention of actively engaging in 
the manufacture of components, Georgia-Pacific expects to de- 
velop a series of relatively low-cost panel components to be 
used for industrial and residential construction, incorporating 
lumber and plywood. 





"Along with this, we are endeavoring to develop an efficient 
joint method. It's possible some of these may be patented 

and G=-P may license individual producers of components to man- 
ufacture them, preferring to supply raw material to its natural 
customers rather than to compete with them in the field." 











Some 50 to 60 independent fabrication plants might be needed 
to cover the nation, Hunt said. 
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On construction jobs 
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Modern automatic loading equipment and modern heavy-duty Mack trucks form an un- 


beatable team at Stamm Supply, Inc. On-schedule deliveries over the rugged Pennsylvania 
mountains, through all kinds of weather, are all in a dey’s work. 


MACK 


for over 7 straight years 


NO.1 


by far in sales of 
these! trucks 


The name MACK carries a lot of weight 


If your trucks have to stand up under 
heavy loads, you have a good reason 
for using Macks. Allen Stamm, presi- 
dent of Stamm Supply, Inc., Turbot- 
ville, Pa., gives his reason for using 
them. “We handle a wide variety of 
building materials, but all the loads 
have one thing in common—they’re 
heavy. Pre-stressed concrete bridge 
members and concrete blocks —such 
loads, combined with tough terrain, 
give our trucks a real workout. Our 
Macks give us top performance, year 
’round dependability, good economy. 
As for maintenance, for the past two 


years it’s been nil. What more can 
you ask of a truck?” 

As Mr. Stamm says, when it comes 
to taking on the tough jobs and mak- 
ing them easy, Mack trucks are in a 
class by themselves. They have the 
ruggedness and stamina to take their 
work in stride... the sure-footed 
power to lick the toughest going. 
Where ordinary trucks bog down, 
break down or require excessive main- 
tenance, the extra margin of protection 
against shock loads, stresses and strains 
that’s built into every Mack compon- 
ent pays off over and over again. 

Circle No. 162 on Handy Cover Card 


Your nearest Mack branch or dis- 
tributor will be glad to give you full 
details on the Mack model best suited 
to your requirements, plus on-the-job 
performance figures of Mack users 
near you. Mack Trucks, Inc., Plain- 
field, New Jersey. Mack Trucks of 
Canada, Ltd., Toronto, Ontario. 


MAC K 


FIRST NAME FOR 


TRUCKS 








best ceilings prospects 


N some television shows, the commercial is 

the signal to head for the kitchen. Not so with 
Armstrong Circle Theatre. Its audience watches the 
commercials almost as carefully as the show itself. 
Why? Because the dramatic documentary form of 
Armstrong Circle Theatre appeals to families who 
take pride in their homes. These are the people 
who have both the desire and the financial ability 
to improve their homes . . . and who have a natural 
interest in products like Armstrong ceilings. 


The ability to select this audience of your best 
prospects makes Armstrong Circle Theatre an ideal 
way to build your ceilings market. Add the fact that 
Armstrong Circle Theatre is the only year ’round 
network show on which ceilings are advertised and 
you have an unusually powerful selling force. 


Result: Armstrong is better known than any other 
name in ceilings. More and more people ask for it. 
Armstrong Circle Theatre is one of the reasons why. 


(Aymstrong CEILINGS 


1860-1960 Beginning our second century of progress 
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Silver Celestile (silver flecks, tiny perforations) 


A 
bright 
new 
look... 


a 
soft 
new 
sound 


from 
BARRETT 


; 
: ; 
Be aa Reg ° ie Pye - 
eget = ; ie RS Ps 
- e * a A 3 4 23 * « 
. ‘ ae eas eh Ke ae 
on ey array Fo ae es 
EEA Rees ed) eee 


Travertine (textured fissure, tiny perforations) 
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4 bright patterns added to the Barrett line of acoustical ceiling tile. Smartly 
styled metallics and other popular patterns. Sell them with new Barrett fiber- 
board furring strips. Strong and uniform because they’re all made by exclusive 


Offices in: Birmingham, Boston, Charlotte, Chicago, Cleveland, Houston, New York, Philadelphia, St. Paul. 
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Golden Celestile (gold flecks, tiny perforations) Celestile (white, tiny perforations) 


Boum! 
Honk! 
Honk! 
Honk! 
Honk! 
Honk! 
Honk! 
Honk! 
Honk! 


Chem-Fi process. Why not see the whole line? Don’t forget we sell roofing 


shingles, built-up roofing, insulation board, gypsum, aluminum siding, plastic 
panels, protective coatings. 


llied 
BARRETT DIVISION |M@auiad 


40 Rector Street, New York 6, N. Y. 
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Here's List of State Chairmen 
For National Forest Products Week 


Activity for National Forest Prod- 
ucts Week (October 16-22) is building 
up on many fronts, according to Jack 
S. Berry, coordinator for the promo- 
tion program. Dealers and wholesal- 
ers are urged to contact their state 
chairman from the list below to help 
in the campaign. 


ARIZONA: 

Mr. Walter T. Howard, Executive Secretary 
Lumber Merchandisers Association 

4740 North Central Avenue 

Phoenix, Arizona 


ARKANSAS: 

Mr. W. E. Tiller, Executive Secretary 
Arkansas Wood Products Association 
Union Life Building 

Little Rock, Arkansas 


CALIFORNIA: 

Northern California 

Bernard B. Barber, Jr. 
Secretary 

Millwork Institute of California 
1833 Broadway 

Fresno, California 


SOUTHERN "a 
Mr. Harvey W. Kol 
H. W. Koll Mill & Lumber Co. 
ha West 49th Street 

Los Angeles 62, California 


COLORADO: 

(Chairman bg pe, designated) 
Ww. O. O. D., 

2106 Tower ‘Bids. 

1700 Broadway 

Denver 2, Colorado 


GEORGIA: 

Mr. Oertell Collins 

Forest City Lumber Co. 
1026 Owinnett Street, West 
Savannah, Georgia 


HAWATI: 


Mr. Clint Hallsted 
Honolulu Wood Treating Co., Ltd. 
P. O. Bex 3829 


Honolulu 12, Hawaii 


NORTHERN IDAHO 
Mrs. Beatrice Davis 
Potlatch Forests, Inc. 
Lewiston, Idaho 


IDAHO: 

Robert W. Olin 
Director of Planning 
Potlatch Forests, Inc. 
Lewiston, Idaho 


SOUTHERN IDAHO 

Harold Thomas 

Rilco arenas Products, Inc. 
5727 Hill Road 

Boise, Idako 


ILLINOIS: 

Mr. Edward J. Roche 
Acorn roo Millwork 

2101 S. Canal St. 

Chicago, Illinois 


INDIANA: 
Mr. oye Ww. rand, Vice President 


Columbus, Indiana 


16 


IOWA: 

Mr. Claude Taylor 
E. L. B & Co. 
P. O. Box 876 

Des Moines, 4, Iowa 


KANSAS: 

Mr. M. A. Aldrich 
Walling Sash & Door Co. 
Washington & Indianolis 
Wichita, 


KENTUCKY: 

Mr. Robert L. Allen 
W. L. Allen Lumber Co. 
945 South 15th St. 

P. O. Box 62 

Louisville 1, Kentucky 


MAINE: 

Burton E. Warren 
Wildwood Blvd. 
Portland, Maine 


MASSACHUSETTS: 
Walter Webb 
Warren Trask Co 
73 Cornhill St. 
Boston, Mass. 


MICHIGAN: 

Larry Markey 

Edward Hines Lumber Company 
27220 Santa Barbara 

Lathrop Village, Michigan 


MINNESOTA: 

Mr. Dave Taylor 

J. F. Taylor Lumber Co. 
Marshall, Minnesota 


MISSISSIPPI: 

C. E. Klumb, Jr. 

C. E. Klumb Lumber Company 
P. O. Box 391 

Crystal Springs, Mississippi 


MISSOURI: 

Dr. R. H. Westveld 

School of Forestry 

University of Missouri 
lumbia, Missouri 


MONTANA: 


Brooks Robinson 
Grogan-Robinson Lumber Co., Inc. 
Great Falls, Montana 


NEBRASKA: 

Mr. Paul R. Ely 
Ely-Hoppe Lumber Co. 
221 West Front 

North Platte, Nebraska 


NEVADA: 


Mr. H. E. Norton 

Feather River Lumber Co. 
P. O. Box 1507 

Reno, Nevada 


NEW MEXICO: 
Edward Wood 

4100 4th Street, N.W. 
Albuquerque, N. M. 


NORTH CAROLINA: 


E. M. Garner, Mgr. 
inc Lumber & Building Supply Assn., 


3909 Monroe Road 
Charlotte 5, North Carolina 


NORTH DAKOTA: 
Mr. L. Briggs 


Ces ong rey Company, Inc. 
P. O. Box 1540 
Fargo, North Dakota 


OKLAHOMA: 


Mr. Joe Peek 

Prestidge ee Co. 

P. O. Box 

Gxlaboonn City, Oklahoma 


OREGON: 

Mr. Joseph Adair, Jr. 
Joseph A. Adair Lumber Co. 
520 S.W. 6th St. 

Portland 4, Oregon 

SOUTH DAKOTA: 


Mr. Don Knecht 
Building Materials Distributors 
Rapid City, South Dakota 


TEXAS: 
Mr. J. Kerby Herndon 


Houston 1, Texas 


UTAH: 

Mr. Lile R. Wood 
Prudential Federal Savings 
33rd and State 

Salt Lake City, Utah 
VERMONT: 

J. Hayes Stagner 

yg Wholesale Co. 
South ee N. H. 


VIRGINIA: 

Bradford T. Dempsey 

Executive Director 

Lumber Manufacturers Association of Vir- 
ginia 

P. O. Box 8611 

Richmond 26, Virginia 

WASHINGTON: 

Mr. Robert W. Anderson Jr., 48633 

A. J. Johnson & Co. 

P. O. Box 1525 

459 E. 15th Street 

Tacoma 1, Washington 

WEST VIRGINIA: 

Mr. Tom Barr 

Barr-Thomas Lumber Co. 

Fairmont, West Virginia 

WISCONSIN: 

Mr. John Kuhnmuench 

William Kelly—-Lumber 

735 North Water Street 

Milwaukee 2, Wisconsin 

WYOMING: 

Mr. Palmer J. Black 

P. J. Black Lumber Co. 

423 East 16th St. 

Cheyenne, Wyoming 


Home Improvement Show 

New York—A total of 90 build- 
ing products exhibitors have signed up 
to date for the 1961 Home Improve- 
ment Products Show, Director Robert 
Pomerance has announced. The show 
is to be held February 9, 10 and 11 in 
New York’s Coliseum. 

Manufacturers’ orders for exhibit 
space are 20 percent ahead of last 
year’s pace, Pomerance said. The 
1960 show, held in Chicago, exceeded 
by a wide margin the previous records 
for number of exhibits, total space 
and dealer-contractor attendance. 
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"To Sell Abroad, U.S. Must Buy 
Abroad” Hardware Importer Says 


PHILADELPHIA—“Exports and im- 
ports go hand-in-hand and as long as 
the net balance of foreign trade is in 
U.S.A.’s favor, one can properly say 
that imports are healthy for our econ- 
omy, not destructive.” 

That is a statement made to A.L. 
& Building Products Merchandiser by 
the Trans-Atlantic Co., importers of 
builders hardware. 

The firm was asked to comment on 
imports as part of the special report 
on this subject in this issue, starting on 
page 28. 

The Trans-Atlantic Co. issued the 
following guide to distributors, dealers 
and consumers regarding imported 
hardware: 

1. Buy only good quality im- 
ports offered through legitimate 
channels. 

2. Oppose purchase or sale of 
any import product not up to high 
U.S.A. standard, and those offered 
by other than normal accepted 
U.S.A. merchandising techniques. 

3. Give the same consideration 
to fine quality builders hardware 
from both U.S.A. and foreign 
sources. 

4. Always bear in mind that 
there are inferior products manufac- 
tured by some U.S.A. factories, as 
well as some foreign firms. 

5. Always bear in mind that the 
U.S. Government is administered 
by highly efficient and intelligent 
personnel who will not permit any 
unfavourable or dangerous balance 
of foreign trade, detrimental to the 
national public interests of the 
US.A. 


The importer advised American 
hardware producers not to be misled 
by rumors as to the percentage of na- 
tional sales of imported builders hard- 
ware compared with similar U.S. 
products. 

“Foreign builders hardware manu- 
facturers collectively do not have any- 
where near the manufacturing poten- 
tial to overrun any substantial portion 
of the United States builders hard- 
ware market,” a company spokesman 
said. 

Norman A. Millman, sales manager 
for Trans-Atlantic, said that his com- 
pany provides warehouse stocks to 
supply efficient and quick deliveries 
and his company also extends regular 
open-account credit terms to custom- 
ers. 


Japs Promise to Reduce 
Plywood Imports This Year 


The Japan Plywood Exporters’ As- 
sociation has promised to suspend 40% 
of projected lauan hardwood plywood 
and 20% of indigenous hardwood ply- 
wood destined for shipment to the 
Americas during the last six months of 
this year. This amount totals 93.8 mil- 
lion square feet. 

However, the association announces 
that if consumer demand exceeds the 
232.2 million feet authorized, that all or 
part of the 93.8 million square feet sus- 
pended can be reinstated. 

If the revised schedule is maintained 
throughout the year, Japan will ship 
590.2 million square feet of hardwood 
plywood, a cut of 169.8 million square 
feet from the 1959 quota of 760 million 
square feet. 





Eight Dealers Win U.S. Plywood Stock 


Attention-getter. Frank Borzio, Ban- 


New York—Eight promotion- 
minded retail building materials deal- 
ers won $500 each in U. S. Plywood 
Corp. stock as a reward for their 
Weldwood vacation time projects mer- 
ba sy 

More than 1,500 dealers participa- 
ted in the promotion with nearly 100 
submitting results for judging. 

The top winners were Fridd Lum- 
ber, Inc., Adrian, Mich.; Banner Lum- 
ber Co., Brooklyn; House of Plywood 
Inc., Denver; Bailey Lumber Co., 
Bluefield, W. Va.; Van Buren & Co., 
San Antonio; California Builders Sup- 
ply, Oakland, Calif.; Rittmueller Lum- 
ber, Addison, Ill.; and Montgomery 
Woodworks, Tuscaloosa, Ala. 
~ Free rides. Dealer Fridd rented a 
pony and built a “corral” in the yard’s 
open area to attract parents by offer- 
ing free rides to the kids. While the 
youngsters were entertained, parents 
shopped. Fridd said it was a Win-Place- 
and-Show promotion all the way. 


ner Lumber Co., used a miniature 
1910 Ford as his attention-getter. Dri- 
ven by owner Borzio, the car was 
decorated with banners and streamers 
promoting vacation-time projects. He 
reports the stunt put the yard’s name 
before thousands who never realized 
the firm was located in their neighbor- 
hood. 

Profits. USP’s targets, sales vice- 
president Monroe Pollack said, “were 
the dealers who go after retail, home- 
owner business with showrooms, ad- 
vertising and plus-merchandising and 
specific Weldwood product displays.” 
He added that by selling projects 
rather than individual products deal- 
ers “wound up selling whole packages 
of materials that mean full profit.” 

Promotion. To back up retail deal- 
ers during the promotion, U. S. Ply- 
wood ran a two-page, full-color naticn- 
al magazine ad listing all participating 
dealers. Concurrent with the promo- 
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tion, the firm conducted a nationwide 
Sweepstakes contest. 

The traffic-building prize, a $10,- 
000 Panelbiid holiday house, went to 
Charles Rohmann, Louisville, who fill- 
ed in his blank at Boland & Maloney 
Lumber Co. there. 

An optional promotion feature was 
a local sweepstakes contest. 

“This developed even greater store 
traffic for many dealers than did the 
national contest,” Pollack stated. 

Rated high. In addition to the eight 
USP stock winners, 19 other entries 
were judged exceptionally high. They 
were: 


Core oy Lumber & Mill Co., Pasadena, 
Calif.; . Corbett Lumber Co., Williams- 
ville, NYS Morgan Construction Su ply 
Co., Chesterton, me. - J. Munnerlyn, 
Bennettsville, _ Lumber Co., 
Houston; ty Beet Inc., Tampa, 
Fla.; Miller Lumber Co., Eelenanee, Mich.; 
Schirra Lumber Co., Scranton, Penna.; - 
tle Ave. Lumber Co., Monrovia, Calif.; ol- 
singer Lumber Co., Staunt ton, Va.; Frank B. 
Powell Lumber Co., Rolla, Mo.; Haynes 
Brothers Supply Co., Murfreesboro, Tenn.; 
Draudt Bros. Lumberteria, Hamburg, N.Y.; 
Rutter Brothers Lumber Co., e Creek, 
Penna.; Entz-White Lumber —t Sup ly Co., 
Phoenix, Ariz.; Central Lumber Co, 
ford, Calif.; Pressler Lumber & siete, 
Inc., Bay City, Mich.; Burritt Building Ma- 
terials ne., ridgeport, Conn.; and Green- 
ville (Penna.) Lumber & Supply Co. 


Obituaries 


D. G. McNair, vice-president and 
general manager, Temple Lbr. Co., 
Houston, Tex., died recently after suf- 
fering a heart attack. He also headed 
the 38 Texas retail outlets of Southern 
Pine Lbr. Co., of which Temple Lbr. 
is a subsidiary. He was 67. 

Hiram M. Armentrout, president, 
Snow Lbr. Co., High Point, N. C., 
died recently. A former president of 
the Carolina Lumber & Building Sup- 
ply Association, he had continued to 
serve as an honorary life member of 
its board. He was 70. 





FLYING TO PROMOTE WOOD—Samples 
of some of the more than 100 Pacific 
Lumber Co. specialities- in redwood, 
Douglas fir and plywood to be displayed 
on a September 25-October 8 ‘‘Palco- 
Panorama™ cross-country air tour to em- 
phasize the importance of National For- 
est Products Week, October 16-22, are 
held by Carl W. Bahr, sales vice-presi- 
dent, Larry Sabey, eastern sales manag- 
er, and Bill Van Beckum, research chief. 
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N.Y. Dealers Join to Halt 


Home Improvement Abuses 


New York—DMore than 600 home 
improvement dealers of metropolitan 
New York City overwhelmingly adopt- 
ed advertising and selling standards 
aimed at curbing abuses bilking the 
public of hundreds of thousands of 
dollars yearly. 

Meeting in the Garden City Hotel 
in suburban Long Island, the code 
drawn up by the Better Business Bu- 
reau of Metropolitan New York and 
representatives of the home improve- 
ment industry drew wholehearted sup- 
port. 

Standards covering every phase of 
the home improvement business went 
into effect September 15th. Both New 
York attorney general Louis J. Lef- 
kowitz and Federal Hcusing Adminis- 
tration commissioner Roy F. Cooke 
praised the group action. 

BBB administration. President Hugh 
R. Jackson of the BBB announced 
his organization “would augment and 
realign” its staff in preparation for 
administering the new code through a 
program of daily review of adver- 
tising and selling practices and shop- 
pings and investigations on an area- 
wide basis. 

Jackson said the home improvement 
industry had become metropolitan New 
York’s No. 1 consumer problem. Com- 
plaints increased 38% in the first half 
of 1960, he said, while complaints in 
all other fields went up less than 5%. 

The BBB chief indicated that the 
industry itself, by adopting the new 
code, now has the opportunity of 
curbing “a serious loss of public con- 
fidence caused by misrepresentation, 
deception and unfair competitive prac- 
tices by a small but active minority 
of unscrupulous operators.” 

Code provisions. Important provi- 
sions of the standards are: 

* Where a specific price is adver- 
tised for a room addition, remodeled 
basement, etc., it shal! mean that a 
finished extension, basement, etc., will 
be built at the featured price. 

* Any limitations on what will be 
supplied must be clearly and conspicu- 
ously stated; as an example, if the 
price for a room addition is only for 
the basic frame structure, the adver- 
tisement must state “shell only”. 

* The size of an item featured at a 
specific price must be stated. 

* “Bait” advertising and selling is 
banned; things specifically prohibited 
are refusing to sell at the advertised 
price, “knocking” the advertised item, 
claiming undue delay in delivery, tak- 
ing orders and then switching custom- 
ers to higher priced items and using a 
plan to pay salesmen designed to dis- 
courage them from selling the adver- 
tised item. 

* Featuring a “free” TV set, air con- 
ditioner, bar, etc., is banned. 

* Extravagant, ambiguous or decep- 
tive statements about guarantees, in- 
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cluding claims extending beyond the 
normal life of the item are prohibited, 
as are extravagant claims not based on 
provable fact such as “cuts fuel bill 
30%” or “cools home 25°,” etc. 

* Also banned are phony selling 
schemes, which lead the homeowner to 
believe a home improvement really 
won't cost anything because it will be 
shown for “demonstration” purposes 
and phony awards, fictitious prize con- 
tests and misleading installment plan 
advertising. 

“It is vital that honest businessmen 
themselves take every possible meas- 
ure to drive the racketeers and gyps 
out the the market place,” Lefkowitz 
said. 

Cooke warned dealers and contrac- 
tors of “dire consequences” if unethi- 
cal business practices are followed to 
make a “quick buck” at the expense 
of the homeowner. The FHA will pro- 
hibit such operators from engaging in 
the benefits of the Title I program. 

Complaints about deceptive or un- 
ethical advertising or selling practices 
should be sent to either BBB, 220 
Church St., New York or BBB branch 
office, 320 Old Country Rd., Garden 
City, L. I. 


Builders Sue Arizona Dealer, 
Claim Inferior Lumber Sent 


Tucson, ArIz.—Three construction 
firms are suing O’Malley Lumber Co. 
for $53,500 alleging inferior lumber 
supplied them has “jeopardized their 
business and reputations.” 

Migdol Homes, Inc., Jen Lor Homes, 
Inc. and Karen Homes, Inc. complain 
that when the lumber was delivered, 
they notified O’Malley Lumber that the 
materials were not top grade and not 
those previously agreed upon. 

Poor quality. Some of the wood de- 
livered for construction was rotted, 
still had bark on it and was marked 
“rejected,” the suit says. It adds that 
substitute lumber agreed upon was not 
delivered. 

In many instances, plaintiffs’ com- 
plaint charges, lumber did not comply 
with Federal Housing Administration 
regulations “and was of such poor 
quality” that carpenters had to take 
time to remove knots and other in- 
feriorities. 

Dealer liens. Defendant O’Malley 
company placed not less than 24 ma- 
terial liens against the builders’ prop- 
erty, the suit claims, jeopardizing the 
three firms’ business and reputation in 
the community. 

In addition to asking the court to 
discharge the liens, Migdol Homes 
asks $10,000 damages and the other 
two firms $10,500 each. Each also 
asks $7,500 punitive damages. 





HOME Magazine Pushes Wood Products 


Dealers sponsoring HOME Main- 
tenance & Improvement magazine get 
just what they’ve been asking for in 
the Fall issue, just off the press. The 
entire magazine promotes a variety of 
the most popular remodeling projects 
in the home—all centered around the 
use of wood or wood products. 

HOME begins with an attractive 
4-color cover, showing a family en- 
joying the comfort of their living 
room—and its expensive built-in mill- 
work. This is followed by a four-page 
story about modern living rooms. Ex- 
posed beams, post and beam, panel- 
ing, millwork, wood floors, acoustical 
ceilings get feature treatment, to help 
revive in homeowners their traditional 
love for wood. 

Another two-page illustrated story 
demonstrates the ease of installing 
modern paneling, as well as the re- 
sulting beauty. 

Picking up a seasonal theme, there's 
an article on getting the home ready 
for winter. Aim here is to promote 
increased fall sales of such items as 
roofing, siding, gutters, insulation, 
windows and weatherstripping. In- 
cluded in the issue is a separate two- 
page story about modern windows. 

Low-cost basement finishing for the 
do-it-yourselfer wraps up the Fall is- 
sue. Included in a case-history of an 
attractive job that cost under $300, 


though high-profit materials such as 
acoustical tile and vinyl flooring were 
used. 

HOME is published exclusively as a 
consumer magazine for retail building 
materials dealer sponsorship. For 
more information, write HOME, 59 
E. Monroe, Chicago 3, Ill. 





TOP PRIZE CORVAIR winner in the 
third and final period of Wood Con- 
version Company's 1960 Nu-Wood 
tile merchandising program was Maurice 
R. Bontrager, Farver Lumber Co., Ship- 
sewana, Ind., right, receiving keys from 
Wood's Chicago district manager John 
Fogerty. Other Corvair winner in the 
Name the Tile contest was William L. 
Armga, Morrison Merrill & Co., Twin 
Falls, Ida. in the jobber division. 
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TWO EXCITING, 
NEW BORDEN 
PRODUCTS 


by the makers of Elmer’s Glue-All 


WILL BE 
INTRODUCED 
TO ALL 
AMERICA 


and other 
leading 
magazines 
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PORT NITY*4 


Elmers 
Floor Grip 


the newest Borden product 
that belongs in 
50 million American homes! 


Apply, let dry—and see the won- 
derful way tt keeps scatter rugs from 
skidding and slipping. It’s the best 
thing that ever happened to the 
back of a rug. Who says so? House- 
wives do! Elmer’s Floor Grip has 
been pre-tested and proven by ac- 
tual use in homes. It’s easy to ap- 
ply. It sticks to the rug, not to the 
floor. And it’s non-flammable, 
harmless to all surfaces. Comes in 
two handy, plastic squeeze-bottle 
sizes: 4-ounce and 8-ounce. Sug- 
gested retail prices: 59¢ and $1.00, 
respectively. Packed in attractive, 
help-yourself display trays. The 
market: 50 million homes. 


SPECIAL 
INTRODUCTORY 
OFFER FOR 
LIMITED TIME 
ONLY! 


(now through Nov. 18, 1960) 


ORDER anytime from right now 
through Nov. 18 and you save. Order 
12 of the 4- and/or 8-ounce size of 
Elmer’s Floor Grip but pay for only 11. 
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NEW pRows 


Elmer § 
Epoxy Glue 


the new wonder-glue E GLUE $ MATERIALS 


for th ghee g pow vou CAN GLUE METAL, GLASS PLASTIC AND OTHER NON POROW 
or tne min | 
hobbyist and home 

handyman market! 


The miracle of glues, Elmer’s y/ a GLASS 

Epoxy is almost too good to be ki 

true. It’s the “stickingest’”’ glue 

that ever bonded non-porous sur- 

faces. The molecules of the epoxy 

bond with the molecules of the sur- 

faces to be repaired. It works on 

metals, china, tile, glass, pottery, 

wood, leather, marble, concrete, SE t 

brick, fabrics, rubber and most y ; < 

plastics! And it dries clear, strong ry ' by ALUMINUM 

and waterproof. Colorful twin tubes ~ Ei : 

on attractive ‘‘take-me-home’”’ blis- j . i w 

ter cards are packaged for space- j { ey = 

saving display—and fast turnover. RICE ff q 

Suggested retail price: 98¢. as e/ ra PORCELAIN 
» 


Order 12 Elmer’s Epoxy Glue but — * | 0 OST PLASTICS 
pay for only 11. Take advantage of ~ 5 *. Van 
this make-more-money special now. y Hie *\ 
You know the selling’s fine with the a 
Elmer line. See what these two new — z 
Borden products will do for you, in . PtOouCT 
addition to the big profit opportuni- 
ties with famous Elmer’s Glue-All. 
The Borden Company, Dept. AL-90, 
350 Madison Avenue, New York 17, 
N. Y. (Also available in Canada— 
P. O. Box 610, Toronto.) 
Place your order today with your reg- 
ular source of supply. 
if it’s BORDEN’S it’s got to be good! 
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58.5 Million Housing Units in U.S. 
Announced by Census Bureau 


WaASHINGTON—Provisional _ figures 
from the 1960 census of housing indi- 
cated there were approximately 58.5 
million housing units in the U.S. as of 
April 1st. 

Count of housing units by the Bu- 
reau of the Census, Commerce Dept. 
in the 50 states and District of Co- 
lumbia showed an increase of about 
12.4 million or 27% over the 1950 
total of 46.1 million. 

The following list of preliminary 
1960 census housing figures shows 
percentage increase since 1950. Some 
figures may differ from previously an- 
nounced totals and all are subject to 
further revision, the Census Bureau 
said. 


Percent 
Units 


California 

Colorado 

Connecticut 

Delaware 

District of Columbia ... 
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Indiana 
Iowa 
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Kentucky 
Louisiana 
Maine 
Maryland 
Massachusetts 
Michigan 
Minnesota 
Mississippi 
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Nebraska 
Nevada 

New Hampshire 
New Jersey 
New Mexico 
New York 
North Carolina 
North Dakota 
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Pennsylvania 
Rhode Island 
South Carolina 
South Dakota 
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Washington . 
West Virginia 
Wisconsin 
Wyoming 
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Montana Plywood Mill 
Will Use Western Larch 


MIssouLA, MontT.—Extensive use 
of western larch, a hitherto unimport- 
ant species will account for about 
65% of production at the newly- 
opened Van-Evan Plywood Co. mill 
here. 

Gov. J. Hugo Aronson compli- 
mented the firm, citing his state’s 
“vast reservoir of untapped resources.” 
Visitors were on hand from 3 states 
for Van-Evan’s open house, which 
included tours of the mill and logging 
operations. The four-acre building is 
the largest in the state. 
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HIC Offers Publicity, 
Clinics, Promotion Kit 


New YorK—Home Improvement 
Council and House Beautiful have an- 
nounced a joint home improvement 
newspaper publicity service for mem- 
ber retail building materials dealers 
and contractors. 

HIC executive director Edgar Hall 
and magazine business manager Paul 
Yergens said the new publicity serv- 
ice will release its first supplement 
October 15th and every spring and 
fall thereafter. It consists of articles 
and photographs covering home im- 
provement; will be issued free to 4,- 
500 newspapers reaching 50 million 
homes and 130 million readers. 

HIC members will receive in early 
September a promotion kit prepared 
by U. S. Steel Corp. It includes pub- 
licity stories, newspaper ads and ad 
components and photographs of pop- 
ular remodeling projects for local use. 
It also includes an offer of a colorful, 
15-page booklet on home improve- 
ment given free in quantity to HIC 
members as long as the supply lasts. 

Called ““What’s What in Home Mod- 
ernization,” the booklet offers useful 
tips to homeowners on fix-up projects, 


has space for dealer’s name. Distribu- 
tion will be made to about 3,000 re- 
tail building materials dealers, con- 
tractors and others doing home im- 
provement business. 

On September 21-22, HIC and Life 
magazine cosponsored with Houston 
Home Builders Association a home 
improvement management clinic in 
Houston. Speakers will be: vice-presi- 
dent Andrew Watt, U. 8S. Gypsum Co.; 
president Herbert Richheimer, Her- 
bert Richheimer, Inc.; president John 
D. Corrigan, The Executives Institute; 
and president Charles Abrams, West- 
chester Modernization, Inc. 

A second clinic will be held October 
12-13 in Tacoma, Wash., cosponsored 
by Pierce County HIC chapter. No 
speakers have been named yet. 

Topics at both seminars include: ef- 
fective hiring and training procedures; 
job supervision; home improvement 
estimating, pricing and cost control; 
financing home improvements; and ef- 
fective advertising, merchandising and 
promotion techniques. 


Real Estate Training 

Correspondence schools accredited 
by the National Home Study Council 
to offer real estate courses include the 
International Correspondence Schools 
of Scranton, Penna; the Weaver School 
of Real Estate of Kansas City, Mo., an 
the Davison Technical School of De- 
troit, Mich. 





Plastic Products To Be Distributed 
To Dealers by Indiana Jobber 


SouTH BEND, IND.—Four Dow 
Chemical Co. plastics building prod- 
ucts were spotlighted as Inland Dis- 
tributing Corp. introduced its new line 
to area building materials dealers, roof- 
ing contractors and architects last 
month. 

Saraloy, Scorbord, Roofmate and 
Styrofoam roofing and insulation ma- 
terials were highlighted in Dow’s mo- 
bile showroom on display at Inland’s 
warehouse. E. H. Sonnenberg, driver 
of the mobile showroom, has visited 
22 states thus far. 

Headed by W. J. Steinmetz, semi- 
retired, Inland Distributing took over 
the former New York Central railroad 
freight station here to accommodate 
its growing building materials whole- 
sale business. The building gives In- 
land’s main outlet 50,000 square feet 
of storage space, a 12-car rail load- 
ing platform all along one side of the 
structure, a truck platform on the 
other. 

Visiting dealers and _ contractors 
viewed a mockup in the mobile show- 
room showing Dow’s progressive con- 
cept of thin-shell construction, using 
hyperbolic form. Soaring roofs with 
minimum support are composed of 
Styrofoam, wire and concrete sand- 
wich panels. 


Richard W. Stone is vice-president 
and general manager of Inland, which 
has a branch in Fort Wayne. Joseph 
Wiegand is general sales manager. 


SARALOY 400, elastic roof flashing, is 
one of four Dow Chemical Co. building 
products viewed by dealers attending 
Inland Distributing Corp.'s introduction 
of plastics products in South Bend, Ind. 
After a hole is cut in Saraloy, it can be 
installed over a chimney, as pictured. 
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Designed for use by Dealers and 
Contractors, this new illustrated publication 
lists the entire range of Carborundum’s 
‘abrasive products for heavy and light 
construction. Also included is valuable 
information on what abrasives to use 
and application instructions where needed. 
Write for your free copy today. 


THE CARBORUNDUM COMPANY 
P.O. Box 447, Dept. A, Niagara Falls, N. Y. 


Gentiemen: | would like a copy of “Abrasive Products 
for the Construction Trades” 


A aa eet 
Company. 


Address___ ee) 





City Zone_____State__ 
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TWIN. TILT TRUCKS wax SWINGARD 
THE EXTRA SAFETY FEATURE FT AB RIC DOOR 


SWINGARD safety attach- metal construction—no sharp 

ment eliminates danger to corners, no rivets or bolts to This neat folding, narrow profile fabric door has so many 
workmen, damage to loads. work loose. builder and consumer features no dealer can overlook 
Exclusive, patented TWIN- * Aluminum alloy ball-bearing 
TILT lever permits finger-tip wheels with molded rubber 
loading up to 1200 pounds. tires. 

Heavy, tubular steel frame, cleahe + «+ Write, wire or Consumers like its good looks, its space saver qualities, 
comfortable handle grips. te for complete de- washability, portability. It’s fire resistant, reversible 
Streamlined, full-welded, all- tails. and prices. and available in many lovely colors 


TRUCK COMPANY For complete details see your distributor or write: 
®@® P. O. BOX I, ST. BERNARD THE COLUMBIA MILLS, INC. 
CINCINNATI 17, OHIO 368 S. WARREN STREET © SYRACUSE 1, NEW YORK 
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its sales potential. 
Builders appreciate its ease of installation—only seconds 
per door, no hanging, painting, hardware. 
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GET THESE BUILT-IN 





WITH MASONITE HARDBOARD 


Manufactured with the original and exclusive explosion process. 
Over 35 years of proved quality—from panel to panel, carload 
to carload. 

More than 60 different types and thicknesses, surface textures 
and finishes. 

Continuous research and development pioneer new products 
for the betterment of building and other industries. 

Largest producer in the industry—quick, efficient service and 
delivery. 

The accepted brand name—supported and pre-sold by years of 
consistent consumer and trade advertising. 


Masonite offers the finest sales and promotional aids in the 
industry. 


Look to Masonite for Plus-Value Hardboards 


Contact your Masonite sales representative for complete 
information on product lines, promotion, pricing, delivery and 
service. Masonite Corporation, Dept. AL-926, Box 777, 


MASONITE Mem 
CORPORATION 


@Masonite Corporotion—manyfacturer of quality panel prodyets for bullding ond industry 
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How’s Business 


Building Products 


Zone 1 Zone 2 Zone 3 
North Middle South 
Atlantic Atlantic Atlantic 
Sales: August "60 vs 
August "59 + 3% —10% + 4% 
Sales: 8 months ‘60 vs. 
8 months '59 +12% + 2% + 5% 
Accounts receivable 
, "60 vs 
— 5% +10% + 25% 
Inventory: , 60 
vs. August 31, ‘59 - + 5% + 5% +20% 
Next quarter's sales 
estimate ... . — 5% + 2% + 5% 
August weather , ..«» Good Good Good 


Dealer Sales Pulse 


(see map on page 46) 


Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
East North East South West North West Seuth Meuntain Pacific 
Central Central Central Central 
—12% —10% —25% —10% —10% —30% 


—18% —10% —30% —15% My —25% 


—20% — 8% —10% + 2% % —10% 
+ 3% + 2% — 8% — 5% —15% 


— 3% —10% + 5% + 2% Te — 3% 
Good Good Hot Good Good Good 





Dealers report the continued sag in residential construction. 
Except for a very slight increase in business along the Atlantic 
seaboard, dealers everywhere indicate business is getting worse 
instead of better. (See also, News Developments page, this 
issue). 


From the mid-states on west dealers are hurting. The plains 
states report an alarming fall-off in sales. This also shows up 
to a certain extent in the mountain zone, then dips even far- 
ther in the far west. From Ohio to California business is down 
an average of 16% with few building materials dealers be- 
lieving there will be any upswing this year. 


Despite this slump, prices remain fairly firm for most basic 
items. Plywood, fir and pine manufacturers have slacked off in 
production, down from 10% to 20% over a year ago. Several 
plan complete shutdowns while others are cutting back in the 
work week. 


Low grade green fir and hemlock are moving slowly. Shop 
grades are offered in a wide range of prices, but fir plywood 
seems to have firmed at $64 a thousand for %4” sanded stock. 
Plywood sheathing remains at close to $90 a thousand square 
feet for %” items. 


For the year to August 31, shipments of 468 reporting mills 
fell 4.1% below production and new orders were 5.3% less 
than production. Unfilled orders of these mills totaled 28% of 
gross stocks. 


Total pine stocks on hand as of August 27 for 96 mills re- 
porting to the Southern Pine Association were 290,935 thou- 
sand feet. Unfilled orders amounted to 42,570 thousand feet. 
Unsold pine stocks were reported as 248,365 thousand feet 
for the period. 


The Western Pine Association indicated that 114 identical 
mills had orders totaling 81,429,000 feet as of August 27 com- 
pared with 76,323,000 feet the previous week and 78,766,000 
feet for the corresponding 1959 week. Shipments for the week 
amounted to 79,609,000 feet as against 76,594,000 feet the 
preceding week and 89,741,000 feet for the like period a year 
ago. 


Market shipments of hardwood plywood other than container 
and packaging plywood amounted to 220,200,000 square feet 
in the quarter ending June 30, the Census Bureau reported. 
This reflects a decrease of 11% from the 247,300,000 square 
feet shipped during the second quarter of 1959. It was also a 
decline of 6% from the 235,300,000 square feet shipped in 
1960's first quarter. 


A summary of home building conditions in the southwest ap- 
pears to apply to most of the rest of the country. Builders and 
bankers indicated marked pessimism on the prospects for much 
upswing in housing activity in the remaining months of this 
year. Uncertainty about the economic outlook was one major 
reason cited. 


LUMBER PRODUCTION BAROMETER 


34 WEEKS YEAR=TO-DATE, 1960 

PERCENTAGE COMPARISONS WITH 

THE SAME PERIOD LAST YEAR 
(1959 = 100%) 

















UNFILLED ORDERS AS 
PERCENT OF GROSS STOCKS ON 
AUG. 27, 1960, & AUG. 29, 1959 
PER CENT 
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Courtesy of National Lumber Manufacturers Association 
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American Lumberman 
To Change Its Name 


HE DAY OF THE “ORDER-TAKER” is coming 

to a close in the building materials industry. In 
his place is rising the merchandiser—the dealer and 
distributor who recognizes the need for creative sell- 
ing and new management ideas to cope with the 
changing times. 

To reflect this change, the name of American Lum- 
berman, starting in January, will be BUILDING 
MATERIALS MERCHANDISER. 

We've picked the new title for two reasons: 

First, it is in keeping with our editorial coverage 
of new and better ways to profitably distribute all 
building materials, including lumber and wood prod- 
ucts. 

Secondly, the name describes the product diversifi- 
cation and services and the remarkable and increas- 
ing stature of you, our readers, as creative merchants. 

After 87 years in business—including 61 years with 
the name American Lumberman, you think long and 
hard before changing it. No name in the lumber in- 
dustry is more familiar than American Lumberman. 

But the change is only in the name. Our forward- 
thinking editorial policies, which have shown dealers 
and wholesalers how to become better merchandisers, 
will continue. 

* * * 

What is a building materials merchandiser? The best 
description, we think, is that his business is more com- 
petitive, more efficient, more imaginative than other 
dealers. It is also more profitable. 

It’s the merchandiser who provides the services 
which most people want, in a way they want to buy. 
These services range from land and financing to con- 
tractor responsibilities. 

The dealer who sells packages instead of pieces is a 
merchandiser. He creates sales because he offers the 
conveniences and advantages of buying from a single 
source. 

The merchandiser might also be a cash-and-carry 
dealer, part of the growing legion of yards which recog- 
nize the need for this type of selling. 

It’s the merchandiser who fabricates compcnents 
and prebuilt brand-name homes. These dealers and 
wholesalers understand that industrialization of home 
building can and will reduce costs for homes and 
widen markets for all. 


And it’s the merchandiser who is the building in- 
dustry’s year-around and most skillful advertiser . . . 
creating business week in and week out for homes, 
modernization and farm building. The merchandiser’s 
flair for promotion includes do-it-yourself clinics, 
model homes, publicizing contractors and other imagi- 
native ideas, which make people want to improve their 
homes. 

And it’s the merchandiser who sells from a modern 
Home Center store; who invests in sales training; who 
develops a sales compensation program that attracts 
topnotch salesmen. 

The dealer who controls the sale of building ma- 
terials by becoming a builder, where the market de- 
mands, is also a merchandiser. 

And the merchandiser is also an adept manager. He 
uses mechanized accounting and mechanized materials 
handling. He knows how to keep his inventory in bal- 
ance. The merchandiser knows that when he cuts op- 
erating costs he will profit more. 

And a merchandiser will use compensatory pricing, 
so that he can effectively promote low-margin items to 
create shopping excitement, yet compensate for the 
lower markups by applying higher-than-average marg- 
ins on other selected lines. 

And the merchandiser never frets about “Bypass- 
ing’—because nobody bypasses a merchant who 
knows how to sell and make money. 


* ok * 


For years, your old friend and reporter, “A.L.”, un- 
der the creative leadership of Art Hood, has been 
the building material industry’s foremost campaigner 
for better merchandising. This campaign will be in- 
tensified under our new banner. 

You can still call us American Lumberman or 
“A.L.”, if you prefer. We'll understand; our own af- 
fection for the old name made us very reluctant to 
discard it. 

But, our new name does make good sense, both for 
our magazine and for your own business. If you are 
not a merchandiser now, don’t you want to be? 

So, try it: BUILDING MATERIALS MERCHAN- 
DISER, a new name for an old friend. 

—The Editors 


Starting January 2, 1961, You'll Be Reading 


Building 
Materials 


MERCHANDISER 
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SALESMAN’S KIT promoting the “plus values’ of American-made hardboard will contain 
16-page booklet about the many benefits of domestic hardboard; reprints of the four-color 
ads scheduled in business publications for the next six months; letter from Donald Linville, 
the association's executive secretary, explaining need for industry-wide effort. Promotion 
kit will be distributed by the salesmen of the ten companies of the association. 


A new campaign to halt hardboard imports... . 


Sell “Plus Values’ of U.S. Product 
Against a ‘Pig-in-a-Poke”’ 


American Hardboard Association plans advertising and publicity program 
to reach every segment of the market. Retailers can play important role in 
bringing the American story to consumers and builders. 
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SALES PROMOTION PRO- 

GRAM designed to stop the 
growth of imported hardboard and ex- 
pand the use of domestic hardboard 
by selling its many advantages has 
been started by the American Hard- 
board Association. 

Theme of the campaign is the “Plus 
Values” delivered by American hard- 
board and its suppliers. These values 
are summarized in a 16-page illus- 
trated booklet titled “A Pig in a Poke 
is Not for You.” 

Played up in the booklet, which 
will be distributed by the sales repre- 
sentatives of the association’s nine- 
member companies as one piece in the 
promotion portfolio, are these “plus 
values” of domestic hardboard: 

A complete line of products man- 
ufactured under quality-control condi- 
tions; dependability of supply and de- 
livery; technical service; sales assist- 
ance; buyer confidence and import- 
ance of domestic hardboard to the 
American economy. 

In conclusion, the booklet asks these 
questions of the lumber dealer: 

* Do you want a hardboard line that 
is complete, diversified and readily 
available? 

* Do you demand delivery on sched- 
ule to meet your needs? 

* Do you want the best possible price 
consistent with uniform, high quality 
merchandise? 

* Do you want to build your prestige 
and reputation among your customers? 
* Do you want to take advantage of 
national name-brand promotion in 
building your sales volume? 

Similar pertinent questions are 
asked the manufacturer-user of hard- 
board. A “yes” answer to these ques- 
tions, the booklet emphasizes, “means 
that you demand a known quality 
. . . proven service... not a “Pig 
in a Poke!” 

Looking into the Sixties, the book- 
let forsees the eventual use of 2,500 
square feet of hardboard in the home 
and a 4 billion square-foot market, 
double last year’s consumption. 

Also included in the portfolio are 
reprints of color ads scheduled in five 
building materials publications, includ- 
ing American Lumberman. 

These ads, directed at the retail 
building materials dealer, and con- 
tractor-builders, will run on a monthly 
schedule in most publications for six 
months. There is a prospect that the 
$50,000 promotion can be continued 
beyond the projected six-months pe- 
riod. 
The promotion kit also contains edi- 
torial reprints of hardboard articles 
and a letter from the association’s 
executive secretary, Donald Linville, 
describing the campaign, addressed to 
“all hardboard — specialists . . . de- 
signed to help you sell more hard- 
board.” 

Two-prong program. Use of the 
enclosed material, the letter points out, 
“will assist you in dramatizing the im- 
portance of the superior performance, 
service and saleability of American- 
made vs. foreign-made hardboard and 


thereby combat the fleod of imports. 

By concentrated effort of the entire 
industry, this import problem can be 
contained and at the same time make 
an important forward step in reaffirm- 
ing the outstanding properties of hard- 
board in construction and industrial 
markets.” 

Also included in the kit is a press 
release for local use by member com- 
panies in their respective localities. 
These companies are Abitibi Corpora- 
tion, Detroit; Edw. Hines Lumber, 
Masonite Corp. and United States Gyp- 
sum, Chicago; Evans Products Co., 
Corvallis, Oreg.; Forest Fiber Products, 
Forest Grove, Oreg.; Georgia Pacific 
Corp., Portland, Oreg., Superwood 
Corp., Duluth, Minn., Weyerhaeuser 
Co., Tacoma, Wash., and Bowater 
Board Co., Catawba, S. C. 

Import squeeze. The growth of for- 
eign hardboards is due largely to the 
10% -20% lower price of foreign hard- 
boards because of lower labor and 
shipping costs abroad. 

Producing about 75% of the world’s 
hardboard at the close of World War 
II, this country now produces less 
than half of the world’s supply. F. M. 
Hughes, president of the American 
Hardboard Association, says imports 


have captured about 12% of the do- 
mestic market and estimates that 35% 
of the home market may be taken by 
foreign hardboards by 1970. 

In addition to the special promo- 
tional campaign, according to Linville, 
the American hardboard manufac- 
turers will make unprecedented efforts 
to develop new types and uses for 
hardboards. 

The association does not believe 
that the answer to foreign competition 
lies in lower quotas or unrealistically 
high tariffs. It does contend that it has 
been discriminated against by the clas- 
sification of hardboard in the Tariff 
Schedule under “Books and Paper” 
rather than under a “Wood and Wood 
Products” category. 

Reclassification of hardboard was 
given congressional approval in 1954, 
but turned back by the Administration 
to the Tariff Commission for a re- 
classification study. No action has been 
taken. The bill would have changed 
the tariff from the present minimum 
of 742% and maximum of 15% to 
167%4 %. 

Experience indicates that imported 
hardboards may capture one-third of 
the American hardboard market with 
the next decade, says Linville. 
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TRENDS IN U.S. HARDBOARD 
IMPORTS, EXPORTS AND PRODUCTION 
1950 — 1959 
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GROWTH OF HARDBOARD IMPORTS. Total U. S. hardboard imports from 
five nations in 1950 reached 14.7 million square feet. Last year, 15 nations 
exported over 281 million square feet of hardboard into the U. S., about 


12% of the domestic market. 
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that increase store traffic ...expand customer service! 












EXPANDING PRODUCT LINES. ..helping you make more money with 
minimum space and balanced inventory through new products... new uses 
... new ideas in home decor. This is a constant objective of American 
Hardboard producers. Aggressive research and development programs 
are constantly coming up with new products to bring new customers to 
your store—bring old customers back. Delivery from nearby dis- 
tributors’ warehouses is coupled with trained specialists in Amer- 
ican Hardboard products to give spot service that means extra 

volume orders. 


American research in Hardboard products also helps achieve 


greater utilization of forest resources... resulting in added 
efficiency and dollar savings for you on many other forest 
products. Family income from tens of thousands of farm 
woodlots, loggers’ equipment and supply firms, plus the 
actual factory workers’ income, adds to the national 
purchasing power. 





Kp US VALUES in Quality, Service and Support Assured. by these Leading Pri 


Abitibi Corporation, Detroit, Michigan Georgia Pacific Corporation, Portland, Oregon 
Edward Hines Lumber Company, Chicago, Iilinois 


Masonite Corporation, Chicago, Iilinois 
& Evans Products Company, Corvallis, Oregon CS Superwood Corporation, Du/uth, Minnesota 
ae) Forest Fiber Products Company, Forest Grove, Oregon > United States Gypsum Company, Chicago, //linois 


S&S Weyerhaeuser Company, Tacoma, Washington 
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DEPENDABLE SERVICE 

Your American producer knows your in- 
dividual delivery and product needs and 
has the ability to meet them. 


CONSISTENT HIGH QUALITY 
Your American producer assures you 
top quality end products every time. 


TECHNICAL AND 

SALES SUPPORT 

Your American producer stands 
ready to aid with your customers’ 
specific problems. 


e for FREE copy of the c omplete Plus Value”’ story | 


5 ea AMERICAN HARDBOARD 
ae ASSOCIATION 


205 W. Wacker Drive Chicago 6, Illinois 
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RICE 
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LOW-PRICED TOOLS, most of them for- 
eign-made, are now found on bargain 
tables in most dealers stores. Both the 
markup and the turnover is high. This 
past year, more American-made tools 
are being manufactured for this market 
and are turning up on the table. 


is Chief Import Bait 


* Many dealers deplore the growth of foreign-made goods 
in their inventory, but claim they are helpless because 
competition gives them no alternative. 

* Quality of imports is frequently below U. S. level, but 
usually acceptable. Some items completely replace do- 


mestic products. 


RICE IS THE REASON most 
dealers handle foreign-made goods 
and competition forced them into it. 
That is the story dealers told A. L. 
reporters in our second poll on this 
subject. One dissenter is Maurice 
Spector, Spector Lumber Co., Atlanta, 
who declares: 

“Most dealers handle imported 
items because they want to, not be- 
cause they have to.” 

Whatever the reason may be, the 
trend toward imported building prod- 
ucts shows no significant signs of 
decline. 

“We'd like to buy everything from 
our own producers,” protested R. E. 


32 


Byard, Gillon Lumber Co., San Fran- 
cisco, “but how can we when foreign 
materials of equal quality are 25%- 
30% cheaper than U. S. made items?” 

“Of course price was our reason 
for getting into foreign lines,” added 
Frank Maycock, Builders Supply Co., 
Omaha. His opinion was seconded by 
E. C. Robinson, Rio Grande Lumber 
Co., Salt Lake City and Norris Jen- 
sen, West Portland (Ore.) Lumber Co. 

On the east coast, a spokesman for 
Allied Lumber Co., Linden, N. J., 
agreed on the price question. 

Forced to buy. “The big factor is 
price,” he said. “We would prefer not 
to handle foreign goods, but because 


2 


MOVABLE LOUVER SHUTTERS is a new 
import item for many retail lumber deal- 
ers, as shown above at Hill-Behan in 
New Orleans. Ad by Gee's Sauk Trail 
Lumber & Hardware, Richton Park, Iil., 
pulled $500 in sales. 


of intense competition all around us 
(discount houses and highway stores), 
we are being forced to buy some im- 
ports.” 

Another New Jersey dealer, H. Far- 
ber Lumber Co., Roselle, N. J., also 
claims preference for U. S. goods, 
adding, “when we place a blanket or- 
der with the wholesaler we have to 
take what he sends us.” 

Still another New Jersey firm, Amer- 
ican Lumber and Building Supply, Red 
Bank, claims that lower prices of for- 
eign goods have forced domestic man- 
ufacturers to cut their prices in some 
cases. 

Domestic manufacturers appear to 
be finally coming out of the ether and 
cutting down on price, so that “with a 
small differential we prefer American- 
made goods,” said this dealer. “For 
instance, we took on a large amount 
of foreign hinges and finally Stanley 
lowered its quotation so we favored 
them. 

“Another important factor is that 
the quality of the foreign stuff is not 
up to American standards and we can’t 
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go back for servicing or followup ad- 
justments.” 

“Price is the biggest single factor in 
determining our purchases—not where 
it’s manufactured,” declared Chris 
Siebert, manager, Glassboro (N.J.) 
Lumber Co. “People are very price 
conscious, so we are looking for the 
item that will sell for the best price, 
provided that the quality meets their 
standards. All the yards in our area 
are using imports. We have to in order 
to keep up with competition.” 

mn. Dealers differ con- 
siderably on the question of the quali- 
ty of imports. Roy G. Leitch, Jr., 
president, Grace Harbor Lumber Co., 
Detroit, says inferior quality and un- 
certain winter deliveries are the main 
reasons why he doesn’t buy insulation 
board and hardboard from abroad. 

Al Robinson, president, Highland 
Park (Mich.) Lumber & Supply Co., 
also reports an unsatisfactory ship- 
ment of hardboard. 

“I got my hands burned on foreign- 
made hardboard about a year ago,” 
he explains. “It was very poor quality 
and I had trouble getting rid of it. 
During the steel strike, we bought 
some hardware items, particularly nails 
from Japan. Some of them were al- 
ready rusting before we could get 
them into stock.” 

G. Tom Bailey, Jr., president, Bai- 
ley’s Lumber Yards, Miami, reported 
public resistance to foreign-made hard- 
board. 

“The item is more or less a loss 
leader with us,” he commented. 

Another Florida dealer, Home 
Lumber & Supply Corp., Hialeah, is 
dropping imported items, according to 
manager Mike Shepard, who said “our 
customers want only good American 
products.” 

On nails, Lee R. Slaughter, Jr. of 
the Dallas lumber firm bearing his 
name, says that imported nails are 
“not of uniform quality.” He finds that 
“they bend easily and heads pop off.” 

“We don’t like this, but the cheaper 
price has forced us to it,” Slaughter 
added. “Costs of domestic materials 
are so inflated because of labor de- 
mands that they can’t compete with 
foreign-made goods. With imports you 
can usually figure on a 20% advan- 
tage and nobody can disregard that.” 

Meets competition. J. A. Pursley, 
executive vice-president, Fowler-Flem- 
ister Co., Milledgeville, Ga., is han- 
dling Belgian nails in 250-keg lots, 


Jap kd Kitchen Cabinets 


Just starting to arrive in this country, 
according to reports, are knocked-down 
kitchen and bathroom cabinets along with 
kits that will enable home handymen to 
assemble their own tables, chairs and 
shelving. 

The tables, chairs and shelving kits 
are manufactured by the Noda Plywood 
Manufacturing Co. Ltd. The supplier of 
the kd kitchen and bathroom cabinets, 
being purchased by one or more Cali- 
fornia builders, was not identified. A 
local cabinet company, it was reported, 
assembled and installed the cabinets. 


SEES ses 
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purchased from a Savannah, Ga. bro- 
ker. 

“We were forced into selling for- 
eign nails three years ago,” explains 
Pursley, “by wholesale grocers and 
cash-and-carry yards.” 

Another Georgia dealer, Glenwood 
Builders Supply, Inc., Decatur, finally 
succumbed to the price lure. 

“We started buying foreign nails 
last year,” reveals W. H. Weatherford, 
manager, “after losing nail sales on 
two-thirds of the house jobs. 

“Since then, we’ve increased sales 
over 300%. Our business is so good 
we now purchase Belgian nails by 
the trailer load at the port of entry.” 

Remodeling contractors are glad to 


get the lower-priced foreign materials, 
finds Ken Copeland, assistant man- 
ager, Seaboard Lumber & Supply Co.. 
Atlanta, who says 80% of his business 
is in remodeling. He estimates that 
75% of his nails are imported and 
70% of his hand tools, also all his re- 
inforcing wire. 

Although his firm, which is active 
both in retail building materials sales 
and construction buys most of their 
nails and hinges from abroad, partner 
J. D. Hudson, Marshall & Hudson, 
Eatonton, Ga., says he is staying away 
from imported steel pipe and fittings 
because of sub-standard specifications. 

In Salt Lake City, S. C. Robinson, 

(Continued on page 38) 








C2tckoow K-80 LUMBERLIFT 


Tailor-Made for Lumber Dealers 


3x 8000 pounds capacity 


%& Fork Spread—up to 72 inches 


%& 12 feet of Lift Standard—other Lift Heights available 


The Erickson FK-80 is the Work- 
horse that lumber dealers have 
long waited for—a lift truck with 
all the proven Erickson rugged- 
ness, plus many features espe- 
cially suited for lumber yard 
work. 

Rugged, maneuverable and safe. 
There’s power to spare with an 
Erickson FK-80. New high horse- 
power engine, easily accessible 
with tip-up hood. Twelve inch 
clutch, Timken combination axie 
drive and transmission. Four large 
7.50 x 15 drive tires assure maxi- 
mum traction. Two large 7.50 x 15 
steer tires and long wheel base 


ERICKSON POWER 


267 St. Anthony Blvd. N.&. 


assure easy rolling and high flota- 
tion. Standard power steering 
makes the FK-80 easy to maneu- 
ver in the softest ground condi- 
tions. Twin lift cylinders give the 
operator excellent dead-center 
vision and assure safe handling of 
4 ton capacity loads. 

All Fork Lift Truck attach- 
ments and accessories are avail- 
able on FK-80 including Side- 
shifter, Slope-Piler, Swing Shift, 
LP Gas Carburetion, Diesel 
Power, Hydraulic or Mechanical 
Scoops, Overhead Guard, Fork 
Extensions, Snow Plow, Head 
Lights and Tail Lights. 


LIFT TRUCKS, INC. 


e Minneapolis, Minnesota 
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LOOK WHAT DEALERS SAY ABOUT KAISER ALUMINUM 


TWIN-RIB! 


DEALER: Twin-Rib roofing and siding is 
plenty strong enough for many new building 
jobs. (Tests and performance show that Twin-Rib is 
actually stronger than any .019 corrugated or V-crimp 
aluminum roofing.) 


DEALER: The cost of Twin-Rib on any build- 
ing is so low we often sell it as siding in place of 
wood—and wood generally has to be painted. 
(Low cost Twin-Rib saves consumers money and opens 
up more profit possibilities for dealers.) 

DEALER: Twin-Rib is opening up markets 
where aluminum was previously too expensive. 
(You can sell Twin-Rib as a low cost, long lasting re- 
roofing material—it goes right over old wood shingles 
or asphalt roofs that have failed.) 

DEALER: Twin-Rib brings me new customers 


—they like its looks. (Twin-Rib is diamond embossed 
for distinctive beauty and has deep shadow ribs. When 


* NRIDA EXPOSITION *| 
VEMBER 13-16 











Fabulous San Francisco awaits you! Plan 
to visit the biggest National Retail Lumber 
Dealers Association Exposition ever. 
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used as siding, it improves appearance whether applied 
vertically or horizontally.) 


DEALER: With Kaiser Aluminum Twin-Rib 
and Diamond-Rib we now have the two best 
aluminum roofing materials. We sell Diamond- 
Rib for extra strength over wide purlin spacings 
and Twin-Rib for low cost new construction 
as well as re-roofing and re-siding. (Right, and 
remember, Diamond-Rib roofing and siding carries a 
30-year warranty —a real sales plus!) 


DEALER: With extra long 14’ and 16’ sheets 
we can offer our customers a real advantage 


over other metal roofing. (Longer lengths mean 
fewer end laps. Wider sheets mean fewer side laps. 
Metal cost is saved, roofs are tighter.) 


Buy Twin-Rib and Diamond-Rib from your 
Kaiser Aluminum wholesaler today! 


KAISER 
ALUMINUM 


Kaiser Aluminum & Chemical Sales, Inc., 
Building Products Dept., Kaiser Center, 
300 Lakeside Drive, Oakland 12, Calif. 


“Trademark, Kaiser Aluminum & Chemical Corp. 
tTrademark, patent applied for, 





PRECUT, PREPRICED DOMESTIC HARDBOARD moves fast at Central Hardware. Most 
popular single item in entire board section, according to Tom Jordan, left, manager 
of the Lindbergh branch's lumber department, in this precut piece of tempered $25 
hardboard 2’x3’. Lindbergh store manager Alvin Schattgen, right. 


Returns to U.S. Hardboards 
Atter Fling With Imports 


* Faster delivery and supplier's service overcome price lure 
on hardboard at Central Hardware, St. Louis. 


* But other lines of imports, especially tools, are sold in 


volume. 


ASED on their experience, Central 

Hardware Co., St. Louis, has a 
divided opinion on the value of im- 
ported building materials vs domestic 
products. 

Operating five major retail stores, 
including one billed as “the world’s 
largest hardware store,” Central Hard- 
ware caters mainly to the homeowner 
and do-it-yourself customer. 

Take their Lindbergh outlet, billed 
as “the world’s largest hardware store,” 
(although they are building another 
still larger!). Store manager Alvin 


Schattgen estimates that about 200 of 
the 55,000 items in inventory are im- 
ports. Among these, he says, are some 
of the fastest moving and lowest 
priced. Major imported items are 88¢ 
hand tools, sporting goods and gift- 
wares. 

Central Hardware’s experience with 
imported hardboard is another story, 
according to lumber buyer Lester 
Cohen, who decided to return to the 
American-made product, despite a 
tempting price differential, which at 
the customer level runs around $23 
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LM 


per 1000 square feet on % 
hardboard. 

Price lure. “Certainly price was the 
big factor,” Cohen admits, explaining 
his early interest in foreign hardboard. 
“But I found there are many other 
important considerations.” 

Boiled down, these advantages can 
be listed as faster delivery, better serv- 
ice, selling aids and a manufacturers 
quality guarantee. No serious com- 
plaints has been registered against the 
quality of imported hardboards. 

“First, there is the problem of time,” 
points out Cohen, who placed an or- 
der for Swedish hardboard on Au- 
gust 10, 1959 and received delivery 
on December 7-8, almost four months 
later. 

“With an American hardboard man- 
ufacturer,” added Cohen, “I can pick 
up the phone and get a “ar overnight 
if I have to.’ This speedy service is 
important in Central’s fast-paced op- 
eration with its many special product 
promotions. 

“Secondly,” said Cohen, “there is 
service. A representative of an Amer- 
ican hardboard supplier visits me at 
least once a month, sometimes more 
often. He'll give me all the help I want 
—go through my inventory, provide 
technical assistance to my commercial 
customers and give me the latest in- 
formation on new developments.” 

Another selling point for American 


tempered 
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hardboards mentioned by Cohen: the 
manufacturer is here and stands be- 
hind what he sells. 

“When problems develop with for- 
eign hardboard, it is often difficult or 
impossible to make adjustments,” de- 
clares Cohen. 

Other seliing points. Advertising and 
promotional aids offered by American 
producers are not duplicated by for- 
eign hardboard suppliers. 

“In our kind of serve-yourself re- 
tailing,” Cohen adds, “customers have 
to be largely pre-sold.” National brand 
promotion, linked with Central’s own 
advertising, provides a merchandising 
push not provided by foreign manu- 
facturers. 

Furthermore, Cohen emphasized, 
only American hardboard manufac- 
turers can give him a full and com- 
plete line of products, including the 
newer wood-grain and other specialty 
boards popular with Centrals custom- 
ers. 
“During one three-month period, 
we sold 32,000 square feet of one 
type of wood-grained hardboard,” he 
said. “Other new pre-finished boards 
that are generating interest are totally 
unobtainable from overseas.” 

Lester Dahm, Central’s tool buyer, 
offers another side of the import vs 
domestic products story. In most tool 
categories, Central offers comparable 
foreign and domestic tools. He believes 
there is a market for both. Dahm be- 
lieves that the impulse buyer and some- 
time-handyman provides a firm mar- 
ket for cheaper import items. 

Quantity purchases. Dahm makes 
four buying trips to New York City 
each year and places most of his or- 
ders for imports then. He buys in lots 
of 100 dozen pieces at a time. Most 
of these items are destined for the 88¢ 
bargain table. They include virtually 
all types of hand tools, wrenches, 
pliers, saws, etc., plus chisels, files, 
drill sets and similar items. 

“But the man who knows tools or 
who takes pride in them will usually 
buy the better-made American item, 
even though it may be more expen- 
sive,” Dahm contends. 

Store manager Schattgen agrees that 
imports have both attractions and lia- 
bilities. 

“Most imported items are pur- 
chased purely on the price angle,” he 
believes, “but the customer knows that 
he gets what he pays for.” 

He finds that unusual or novelty 
imported items such as patio torches 
and Christmas decorations, have prov- 
en popular. Some imported sporting 
goods, among them fishing lures and 
reels and game equipment, have been 
sellers, Schattgen says. 

“For the man who is going to use a 
wrench two or three times a year,” 
believes Schattgen, “a low-priced im- 
port wrench for 88¢ will win out over 
an American-made tool for $2.98. But 
for the customer concerned with quali- 
ty, dependability and performance, I 
still think it is safe to say that Ameri- 
can products have the edge.” 


DOMESTIC vs IMPORTED PLIERS drama- 
tize the price differential. Both are rated 
for 10,000 volts with rubber grips. The 
U. S.-made tool, right, retails for $3.35 
while the pliers manufactured in West 
Germany appear on the 88¢ bargain 
counter, 





LUMBER BUYER LESTER COHEN says 
there are more important considerations 
than price when choosing domestic vs 
imported. 





MAJOR BUILDING MATERIALS, as well as hardware, are sold in volume on a self- 
service basis at Central Hardware's five branch stores, which promote supermarket 
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is handling foreign nails, steel goods 
and some hardware items. He said de- 
liveries and service have been good 
from wholesale-importers at both San 
Francisco and Los Angeles. Robinson 
has been corresponding with Germany 
regarding locks and custom hardware. 

Avoids imports. Ben Wilkins, A. O. 
Thompson Lumber Co., Kansas City, 
Mo., explains’: why his firm avoids 
foreign building materials. 

“We feel it is a secondary source, 
useful only under a shortage condi- 
tion. We get no guarantee of quality 
and we have no idea when a specific 
item may be available again. Then, 
too, we feel that most important na- 
tional brands carry a lot of weight 
with our customers. They know there 
is service when needed because the 
major U. S. companies, especially in 
tools, have emphasized this.” 

Most of the Denver dealers queried 
said they avoid imports. Dealer L. M. 
Hurley said he had had some im- 
ported barbed wire that had rusted 
in the yard and said a shipment of 
Japanese nails had proven inferior, al- 
though admitting nails from other 
countries have proven satisfactory. 

“We would only consider foreign 
merchandise as a last resort,” declared 
R. B. Audiss, American Lumber Co., 


Shaves Delivery Costs to 
Meet Import Challenge 

The Wood Shovel & Tool Co., Piqua, 
Ohio, is now drop-shipping its Turf Boy 
promotional tools direct to the trade with 
billing through the hardware wholesaler. 
The plan is especially designed to help 
the trade meet the competition of cut- 
price garden tool imports. 

The present Drop-Ship Deal includes 
78 assorted tools in nine popular styles 
at a cost of $105.62 ($110.66 on the 
West Coast). A dealer may order the 
assortment for drop-ship delivery any- 
where in the continental U. S. and have 
it billed through his regular hardware 
wholesaler. Retail prices range from $1.07 
for a brume rake to a high of $3.62 for 
a forged-head spading fork, offering a 
40% profit. 


Denver, a view largely shared by the 
Deffenbaugh Lumber Co., Golden, 
and the Kellogg Lumber Co., Denver. 

Three Oregon dealers said they han- 
dled foreign items. Foreign nails, tools, 
hardware, plywood and pipe have 
largely replaced domestic items in 
these categories, according to Vance 
Mauser, Mauser Lumber Co., The 
Dalles, Ore. 

Some lines duplicated. Imported and 
domestic lines are duplicated to some 
extent in nails, tools and hardware, 
said Dick Reiner, Tualitin Valley 
Building Supply, Lake Grove, Ore. He 
reported good service from area job- 
bers. 


“We held off as long as we could, 
but price and competition forced us 
to stock imports,” commented Norris 
Jensen, West Portland Lumber Co., 
Portland, Ore. 

T. F. Mehan, co-owner, Southwest 
Lumber Co., Seattle, takes a long- 
range view: 

“I’m against foreign-made goods 
because I feel it hurts the U. S. econ- 
omy. That’s why we refuse to handle 
much foreign merchandise. We do 
stock imported nails because they are 
about $5 a keg cheaper, but we do 
that just to stay competitive.” 

Another Seattle dealer who refused 
to be identified for publication, had 
this to say: 

“When you can sell a keg of nails 
$2 to $4 cheaper by importing them, 
there isn’t any choice if you want to 
sell nails—you import them.” 

Frank J. Powers, president, Seattle 
Lumber Co., claims it is necessary to 
handle imported nails and plywood to 
stay in business in his competitive con- 
struction market. He said deliveries 
and quality are no longer a problem. 

Admitting that foreign-made nails 
and plywood had replaced these do- 
mestic-made items in his inventory, 
Powers expects that a continued trend 
in this direction may cut the U.S. share 
of the world market. 

“I don’t have the answers, but the 
men who set our ntaion’s policy should 
be looking for them. Otherwise the 
consequences may be very serious.” 
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Now! 
Modern Hager Hardware in 
; sere 
) \ 
crisp! clean! attractive! eee 
for high-speed shipping without re-packing. 
New materials-handling .advaritages, too. 
Jobbers ship “‘as is’; without re-packing and re-counting. 
it arrives ‘‘in the pink ready to display or stack, 
indsomely, on counter or shelf : , 
Decimal packing, throughout the’ line, simplifies pricing * 
ind inventory. New.billboard label can be read at a glance 
in aisle away. The folding top thumbs open conveniently; 
tays friction-tight shut when Closed. 
. } ; “6 
Newly designed, newly constructed for high-speed selling, 
shipping and handling Modern Hager Hardware. 
x , 
new design + modern construction + new decimal count + new billboard labels 
Folding Top 
Dh Tough, double-walled 
corrugated kraft 
EVERYTHING HINGES ON FRAG L Stacks Evenly . . 
Shelves Solidly 
Displays Handsomely 
ig-Ey The shipping carton is new 
attr too contains fewer boxes for 
il easier warehouse handling 
1960 C. Hager & Sons Hinge Manufacturing Co., St. Louis 4, Mo. 
Hager Hinge Canada Limited, Kitchener, Ontario 
HOUSE a: ANTA, BOSTON, DALLAS, DENVER; LOS ANGELES, SAN FRANCISCO, SEATTLE, ST. LOUIS 
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COMPLAINTS OF INFERIOR PLYWOOD led to the establish- 
ment of compulsory inspection by the Japanese government 
in 1958. In the above picture, the Japan Plywood Inspection 
Corporation is making an inspection following sanding. 


Photos in Noda Plywood Manufacturing Co., Ltd., Japan 


Buyer Acceptance Is Aim Of 


Imported Hardwood Group 


Trend is for more prefinished panels, plywood im- 


porters report. 


RGANIZED in 1956 for the 

purpose of increasing public 
and industry acceptance of imported 
plywood, the Imported Hardwood 
Plywood Association with 60 regular 
and associate members has headquar- 
ters in San Francisco. 

Gordon Ingraham, managing sec- 
retary, feels that the ultimate buyer 
makes little distinction between im- 
ported and domestic hardwood ply- 
wood. He believes the biggest trend 
in imported hardwood plywood is to- 
ward the prefinished panel, which has 
gained wide acceptance both in the 
do-it-yourself market and the building 
industry. 

Some of the association members 
predict that before too long all im- 
ported stock panels will be prefinished. 
Imported hardwood plywood, says the 
association, has increased since 1951 
from 66,000,000 square feet to over 
1,300,000,000 square feet last year. 
Value approached $100 million. 


40 


Among the various association pro- 
grams are those initiated and executed 
by the 10 committees appointed each 
year at the annual membership meet- 
ing. Regular members are given con- 
tinuing credit information through one 
of these committees. Market informa- 
tion is furnished foreign suppliers 
through periodic surveys of flush door 
manufacturers and panel distributors. 

The Simplified Grading Committee 
recently distributed 10,000 copies of a 
digest and interpretation of the Japa- 
nese grading standards in distributors’ 
language. The association issues a 
monthly newsletter to keep members 
and foreign suppliers advised of in- 
dustry developments. 

Heavy inventories early this year 
coupled with a reduction in housing 
starts will reduce substantially the 
amount of imported hardwood ply- 
wood this year compared with pre- 
vious post-war years. 


MEASURING THICKNESS of coated film on prefinished panel- 
ing. While domestic manufacturers generally agree that 
Japan's top-quality plywood grades may equal ours, quality 
is said to vary considerably in the lower grades. 


PRE SOIT ei OTR ate | 
Hardwood Plywood Committee 
To Study Import Problem 

With hardwood plywood imports 
reaching a record high of 1 billion 318 
million square feet last year, the Hard- 
wood Plywood Institute recently named 
a committee to study the import prob- 
lem and make recommendations. 

Members of the committee are Harold 
R. Jones, Jones Veneer & Plywood Co., 
Eugene, Ore.; Sam Nickey, Nickey 
Bros., Memphis; Carl Wheeler, Georgia 
Pacific, Savannah, Ga. The committee 
is meeting for the first time this month. 

“I believe there is room for everyone, 
including the Japanese, in the plywood 
market,” remarked Jones, “but we have 
a right to some of the market, too. The 
Japanese are selling 35% of our domestic 
market and the other countries over 


%. 

“We could have had a balanced market 
this year,” added Jones, “if imports had 
been cut by 200 million square feet. An- 
nual shipment of 500 million square feet 
overall would have given us a balanced 
market.” 

Because of fewer housing starts and 
high volume imports, a glutted plywood 
market has hurt everyone—including the 
Jap mills, Jones believes, contending that 
manufacturers’ agents are the only ones 
mainly benefitted by the chaotic situa- 
tion. Plywood is now being imported on 
consignment, it is reported. 

Even with improving living standards 
and awakening of organized labor, Ja- 
panese wage scales in plywood mills 
average $1.50 per day compared with 
$2.50 per hour in Pacific Northwest mills. 
Large numbers of Japanese women work 
in the mills for less than $1 per day. 
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NEW DECORATOR PLYWOOD PANEL line being manufactured by Jones Veneer and 
Plywood Co., using a facing of Philippine mahogany veneers and Douglas fir for 


core and backing material. 


Plywood Producer Beats Japs 


Jones Veneer & Plywood Co. introduces new decorator panel- 
ing; depends on quality and customer service to offset com- 


petition. 


EVELOPMENT of a new prod- 

uct, Philippine mahogany wall 
paneling in eight decorator colors, is 
one step taken by Jones Veneer & 
Plywood Co., Eugene, Oreg., to meet 
foreign competition. 

Since the Japanese are rumored to 
be starting color, the marketing ad- 
vantage held by Jones is expected to 
be short-lived. However, more auto- 
mation, faster manufacturing methods, 
prompter deliveries and speedier cus- 
tomer service will afford advantages 
that foreign competition cannot match. 

Introduced less than six months ago, 
the Tropic-color prefinished paneling, 
as it is known, has had good accept- 
ance, according to president Harold 
R. Jones. The Philippine mahogany 
panels with “sealed-in tropical beauty,” 
come in 4’ x 7’ and 4’ x 8’ sheets 4” 
thick. 

Consumer literature promoting the 
new prefinished paneling states that 
the average 8’ x 12’ wall can be pan- 
eled for $25. The jobber price is $110 
f.o.b. mill with $25 additional for a 
sprayed top coat of polyester. 

The entire capacity of a Philippine 
plant is devoted to producing the lauan 
veneers exclusively for Jones. The 


veneers are shipped to the Jones’ mills 
in Oregon, where they are bonded to 
Douglas fir cores for strength and 
durability under glue bond specifica- 
tions of the Hardwood Plywood In- 
stitute. 

National distribution of the new 
product is mainly through stocking 
jobbers, said sales manager John M. 
Prince. 

“We always go to the jobber first,” 
said Prince, pointing out that other 
channels may be necessary because of 
local distribution problems. The new 
paneling is being stocked by many re- 
tail lumber and building materials 
dealers. 

Consumer literature carries the 
“Made-in-America” label of Jones Ve- 
neer & Plywood Co., also the quality 
seal of the Hardwood Plywood Insti- 
tute. 

Jones Veneer & Plywood Co. is said 
to be the nation’s largest manufac- 
turer of Philippine mahogany plywood. 
It operates three Oregon mills with a 
top capacity of 17,000 panels daily. 
The depressed plywood market recent- 
ly forced a layoff of 300 men with a 
further cutback likely, according to 
president Jones. 
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DULSHENE 
SWADE 
Fume-proof, color-fast 
Dulshene-Swade with built- 
in primer goes on so easily 
it takes all the drudgery 
out of painting. So high- 
hiding, one coat is usually 
all you’ll need for a beauti- 
ful, long-life finish. Learn 
more about the wonders of 
Dulshene- Swade, contact: 


STALEY PAINT MFG. CO. 


5243 MANCHESTER AVE. 
ST. LOUIS 10, MO. 
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Import Problem Critical, Most 
Domestic Producers Report 


POKESMEN for building materials 

manufacturers say the problem of 
imports is becoming more critical. 
New channels are being tried to fight 
this competition. 

However, both retail dealers and 
wholesalers have an awareness of the 
import problem that wasn’t evident a 
year ago, according to A. L. Platky, 
vice-president and sales manager for 
P & C Tool Company, Portland, Oreg. 

“We note particularly that dealers 
who within the past two or three years 
had turned to imports have in many 
cases found that the substitution of 
lower-priced merchandise would not 
solve the problems of their higher 
costs,” remarked Platky. 

“We believe that after the first crash 
of activity, many dealers and whole- 
salers have come to the realization that 
selling a wrench, a pair of pliers or a 
shovel at a considerably ‘reduced’ price 
did not provide them with enough 
gross dollars to operate their businesses 


at a profit.” 

Platky noted that continued empha- 
sis on quality merchandise within his 
industry has provided a constant flow 
of dealer business and “through these 
dealers we have continued to warrant 
the support of the domestic consumer 
who is essentially seeking the oppor- 
tunity of owning the better merchan- 
dise.” 

Jap imports up. Charles M. Jones, 
vice-president for sales, C. Hager & 
Sons Hinge Mfg. Company, St. Louis, 
commented: 

“As far as our product lines are 
concerned, imports are still very much 
with us and we have seen a large in- 
crease in the number of items from 
Japan.” 

L. Curtis Booth, vice-president, P. & 
F. Corbin Division, The American 
Hardware Corporation, noted that 
among the steps recently taken to con- 
trol imports is a clause in specifications 
insisting that all products offered must 


be of domestic manufacture. 

“One of our trade magazines insists 
that the advertiser who might be ad- 
vertising foreign goods must so state 
in his ad,” said Booth. “Certain of our 
trade shows have banned the exhibit of 
foreign manufactured hardware. 


“Europe and certain other foreign 
countries have been enjoying a very 
prosperous boom for several years,” 
added Booth. “Their hardware indus- 
tries have been taxed to capacity to 
keep up with their local demand. When 
this boom starts to taper off, they are 
going to look to their export markets 
to maintain their present rate of pro- 
duction. It is then that the American 
economy will feel the full impact of 
foreign competition. 


Door skin problem. Because the im- 
ports of door skin plywood from Japan 
has been far in excess of demand, the 
National Woodwork Manufacturers As- 
sociation has twice this year petitioned 
the U. S. Department of Commerce to 
encourage the Japanese plywood indus- 
try to establish a more realistic volun- 
tary quota. 


American flush door manufacturers 
have suffered severe losses, according 
to O. C. Lance, secretary-manager of 
the association, with the American mar- 
ket flooded with lauan door skins. Re- 
cent developments indicate a readjust- 
ment of their voluntary quota by Japa- 
nese plywood manufacturers to bring 
imports in line with actual needs. 
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NOW AVAILABLE 
IN QUANTITY 








Phone: (Sonora) JEfferson 2-7141 
(Tuolumne) WAlnut 8-4213 


GOLD PLY 
PLYWOOD 


PICKERING LUMBER CORPORATION 


Manufacturers Of Quality Forest Products 


TWX: SNRA 116-U 


Mills: Standard, Calif., and Tuolumne, Calif. 


Member Douglas Fir Plywood Assn. and Western Pine Assn. 
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L° TOP ONE SEAM 
WITH 6 BACKSPLASH 

















SEAMLESS “L” TOP WITH 6” 
BACKSPLASH PLUS ISLAND COUNT 
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One Sheet of New 5’ x 12’ Formica” 
Makes Tops for Any of These Kitchens 


Tops for each of the kitchens above can be fab- 
ricated from just one new 5’ x 12’ Formica lami- 
nated plastic sheet. That’s only the beginning of 
what this new size can mean to you. 


It means more seamless tops. It means a 5’ 
wainscot for commercial jobs with seams only at 
12’ intervals. It means better inventory control 
because you can cut so many of Formica’s present 
sheet sizes from this single sheet without waste. 


It also means your Formica distributor can now 
offer you these 3 new sheet sizes from Formica’s 
huge new production capacity. 
60 x 144 
48 x 144 
30 x 144 
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Discover for yourself the money and work saving 
features of these new sizes. Buy them in the 
economical Formica 6 Pack. 


Write today for your free copy of the catalog of 
merchandising materials (Form 640C) 


FORMICA CORPORATION 
4630 Spring Grove Ave., Cincinnati 32, Ohio 
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EXCITING NEW TEXTURES 


Dramatic light-and-shadow effects of Hines new 
embossed panels add visual richness in any appli- 
cation, yet they cost barely more than ordinary 
hardboard. The embossed boards—Louverbord, 
Shadobord, Weavbord and Stribord—give you 
distinctive textures that can’t be achieved with 
any other material. Heather Plankbord and 
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Shobord, too, suggest new design possibilities. 
And all these decorative panelings have the famil- 
iar hardworking characteristics of Hines Allwood 
Hardboard: tough grainless structure that can’t 
split, splinter or crack and smooth surface that 
takes paint beautifully without sanding or filling. 
Send for free samples today. 





WOOD WEAVBORD 


‘ 


IN A PROVEN MATERIAL! 


Just call or write the man from 


HINES fens 


Edward Hines Lumber Co. i actual 


f a oy 
Sawmills at Hines, Westfir, Dee & Botes, Oregon se samples 
Other plants: plywood, Westfir; hardboard, Dee; 
millwork, Baker & Hines, Oregon. Engineering & 
Development Division: Hood River, Oregon. 


Edward Hines Lumber Co., Dept. 45 


HINES ALLWOOD ALLWEATHER SIDING 

200 S. Michigan Ave., Chicago 4, Ill. 
Dimensionally stable for lasting beauty—This rigid sid- 
ing with attractive wide exposure and deep shadow 
line lies flat and straight regardless of weather changes. 
Combines advantages of hardboard, plywood and 


| 
| 
| 
{ Please send me complete information and samples of: 
| 
| 
lumber. Tempered hardboard surface laminated to in | 
\ | 
| 
| 
| 
! 
| 
L 


~] Hines Allwood 
~ Allweather 
Name — ~ —- — Siding 


] Hines Allwood 
" Decorative 
Hardboard 


crossply of fir veneer and kiln-dried lumber core won’t Company 
buckle, split or splinter. Resists hammer dents and 
abrasion. Standard 8’ length and rabbeted, self-align- 
ing lower edge make it easy for one man to put up. 
Material and labor costs as much as 20% lower. 


Sealed against insects and decay. 


Address____ ‘ 
) Both new 
products 
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what's te PRICE?P? 


Some adjustments in prices retail building materials dealers 
charge contractors appear to have been made. Nearly all reflect 
the drops in fir plywood, fir sheathing and western and south- 
ern pine boards. 


However, some stabilizing has been reported in the weak fir 
plywood market. Production curtailment appears to have stead- 
ied sanded stock prices. Two large producers announced price 
increases from $60 to $64 a thousand square feet for 4” 
panels. 


Despite this stronger picture, fir plywood demand has been 
low with buyers watching cutbacks to see how far they will 
go before purchasing. Most price weakness is reported in pine 
boards and shop grades. Cedar demand continued light. 


Freight carloadings, a barometer of business activity, fell off 
again during August. Carloadings for 1960 as a whole are run- 
ning 2.3% less than for the like period last year. 


Current Retail Price Range 


Retoil prices to typical one-house con- Zone | Zone 2 Zone 3 Zone 4 Zone 5 
trecters, besed on reperte from leoding North Middle South East North Eest South 
dealers received every two weeks by Atlantic Atlantic Atlantic Centre! Central 


Americon Lumbermon. 
Lew High | Lew High | Low High | Low High | Low High 


LUMBER 


Douglas fir: 
Dimension: 
Std. & Biv. R/L 2x4 green 
Sed. & Bir. R/L 2nd dry 
Sed. & Bir. R/L 2x10 green 
Sed. & Br, R/L 2x10 dry 
W. Coast Hemlock, White Fir 
Di mension: 
Sed. & Bor. R/L 2nd dry 
Sed. & Ber, R/L 2x10 dry 
Western Pine 
Be-ords: 
He, 2& Ber. R/L 1x8 dry S45, shiplep 
Ho. 3& Bre. R/L 1x8 dry S45, shiplop 
Southern Pine 
Dimension: 
Mo. 2 & Bt. R/L 2x4 dry 
No. 2 & Bre, R/L 2x10 dry 
Beards: 
We. 2 & Bir. R/L xB dry S45 oF 
D&M or shiplop 
Hardwood Flooring 
Select ook 25/32" = 24" plein sowed 
Ne. 1 Com. oak 25/32" x 24” pl. sem 
Interior Softwood Paneling 
Ne. 2 pendermss pine R/W 
Wood Siding 
Redwood clear ol! heart bevel siding 
3/4" « 10" 
“A” coder bevel siding 3/4" « 10" 
Wood Shingles 
Cedor shingles 5/2 #1 16" - 5X 





PLYWOOD 


Fir, 1/4" DFPA-AD interior glue 
Fir, 1/4" DFPA-AC exterior glue 
Fir, 3/8 DFPA-CD sheothing int. give 
Fie, 1/2" DFPA-CD sheothing int. give 
Fir, 5/8 DFPA-CD sheathing int. glve 





MILLWORK 

Phil. mohogaony (L even) flush door 
1-3/8" 2-6x6-8 

Birch flush door 1-3/8" 2-6x6-8 

Double-hung window 2-4x4-6, setup, 
glozed, weotherstripped, balanced 





BUILDING MATERIALS 
Exterior white point, first grode . Y ‘ 7.50 
8d common stee! nails t . 4.75 
Min. wool inaulotion, full-thick bert : ’ 4 
Ceiling Tile 12° x12" ‘ . 200. 
1/2” insulating building boord . . i 130. 
25/32" insuloting sheathing 3 s ; 157.50 
3/8"" gypsum wallboard 6. 
1/8"* tempered hardboard 85. 130. 
212 thick butt esphelt shingles . J 7.25 WAS 





























“Price rise = +Price decline 
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Everything you need 
for applying floor, 
wall and ceiling tile... 
from one big source: 


FLINTKOTE-ATLAS 
BUILDERS ADHESIVES 


Step up to the Flintkote-Atlas line of build- 
ing adhesives—one of the broadest lines in 
the industry. It’s backed by a powerful con- 
sumer advertising campaign that keeps it 
an ever-increasing favorite: Life! Saturday 
Evening Post!...and many other leading 
big-circulation magazines. Colorful litera- 
ture and hard-hitting selling aids available. 
For particulars, write: The Flintkote Com- 
pany, Flooring and Adhesive Division, 
30 Rockefeller Plaza, New York 20, N. Y. 
Or, see your Flintkote-Atlas representative. 
He’s a great guy to do business with...and 
he really knows his builders adhesives. 


FLINTKOTE 


America’s Broadest Line 
of Building Products 


Atlas 


BUILDERS ADHESIVES 











Meet Flintkote salesman Harry Vorperian...with 
one of the broadest lines of builders adhesives in 
the industry. 
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RALL FIXUP TIME IS HERE. 


time to ring up do-it-yourself sales 


TAGKERS 





No. T-50 All-Purpose STAPLE GUN 


Powerful . . . jam-proof . . . shoots a 
staple wherever a nail can be driven! 
The dependable, all-purpose gun pre- 
ferred by professional contractors and 
do-it-yourselfers alike for 1001 heavy 
duty nailing jobs! Uses 6 staple sizes 
up to 9/16”, including CEILTILE — 
the Arrow staple especially designed 
for ceiling tile. 


Price: $12.50 


bes HT-50M Heavy Duty HAMMER TACKER 


Rugged ... fast .. . hammers a staple 

home with every ‘blow! Perfectly bal- 

# anced design permits stapling for hours 

*| without strain! Saves time and effort 

when applying batt insulation, roofing 

felt, shakes and other building mate- 

Price: $16.50 Ss rials. Loads two full strips, (170) T-50 

staples in 4 sizes up to %”. 


No. JT-21 Junior STAPLE GUN 


Light . .. compact . . . economy-priced 
staple gun to appeal to the mass house- 
hold market! Handy for lining shelves 
and closets, repairing upholstery, mak- 
ing valances and scores of light duty 
tacking chores! Comes in attractive 
Price: $4.95 colors. Ideal for housewife and hobby- 
ist. Uses both 144” and 5/16” staples. 


ARROW TACKERS SPUR “RELATED ITEMS” SALES, T00! 


Like many successful dealers everywhere . . . you’ll find it pays to display and 
feature Arrow Tackers together with insulation, ceiling tile, wire mesh, 
screening, fibre glass and other remodeling materials, They’re a natural com- 
bination for tie-in sales! Your “do-it-yourself” customers know that Arrow 
Tackers are famous for quality and dependability . . . have seen them adver- 
tised month-after-month in leading national consumer magazines! So, cash 
in on this sure-fire merchandising formula — it means multiple sales for you! 





SOLD ONLY 


THE CONSUMER! 1 JUNIUS STREET © BROOKLYN 12, N. Y. 


UPHOL 


STERING 








Nationally Advertised in 








[Rin 











Program 


om Write for details on — 
— \RsE- aca FASTENER OMPANY, [NC : 
NEVER DIRECT TO Pts 8 5 | e Arrow's Dealer Co-Op Advertising 


“PIONEERS AND PACESETTERS FOR OVER A QUARTER CENTURY” o Arrow’s Dealer Registration Plan 
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i HARD WARE 


Dealer Sales Control in Action 

















HARDWARE 
BUSINESS 


monthly department merchandising: 

Builders and Household Hardware 
® Paint and Sundries 

Hand and Electrical Tools 

© Electrical Fixtures, Sundries 
Plumbing Fixtures & Supplies 


PRODUCT-OF-THE-MONTH 


oS OP peo 


. 
x 


ia bd r " Be or Peony a a Pit. 
SPEEDS CONCRETE TAMPING—A new Jitterbug Roller 
is used just like a float. Operator simpiy pushes it out 
over slab and pulls it back toward him. In this way, he 
can tamp a strip 35” wide across the pour. Ninety-one steel 
rods mounted on 15” diameter wheels ride the mix to push 
the larger aggregate just below the surface, out of the way of 
the finishing trowel. Long-handled operation ends “wading” 
in the mix and slushing grout into workman’s footprints. 
It’s supplied with 12’ magnesium handle interchangeable 
with extension handles on firm’s long-handled floats. Cost 
of tool is $54. Goldblatt Tool Co., Dept. AL, 1910 Walnut 
St., Kansas City 41, Mo. 

Circle No, 201 on Handy Cover Card 


4% 


Don’t Look Down Nose at Housewares 
Christmas Shopping Guide for Dealers 
New Products 

New Sales Aids 


New Literature 


DISPLAY-OF-THE-MONTH 


parr 





r+ ied 


te. 


SKIL 3-FOOT PROFIT CENTER—A new deluxe floor 
merchandiser displays Skil’s complete “500” line of power 
tools on just four shelves. It’s available to retailers who buy 
a high turnover assortment of 14 tools or a $500 tool and 
accessory assortment of their own choice. Called the “3- 
Foot Profit Center,” it has an eye-catching sign and ex- 
clusive mounting brackets for attractive drill display. De- 
signed for use as section of larger islands, at end of islands 
or against walls, it measures just 37” wide, 21'2” deep, 50” 
high, less sign. The new merchandiser now is available to 
retailers through Skil wholesalers. Skil Corporation, Dept. 
AL, 5033 Elston Ave., Chicago 30, IIl. 
Circle No. 202 on Handy Cover Card 
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HARDWARE BUSINESS 


DISPLAYS OF HOUSEWARES in the new shopping center store recently opened by Otto & 
Hollinger, Inc., Camp Hill, Penna. resulted in sales totaling $6,222.90 in the first six months 
of operation. Houseware sales the week prior to Christmas reached $753.09. Note this 
firm features expensive giftwares as well as lower-priced kitchen utensils. 


Wholesaler specialist says: 





Don't Look Down Your Nose 
At Top-Quality Housewares 


By choosing your lines carefully, housewares can not only be 
profitable by themselves, but an excellent stimulant to wom- 
an's store traffic and remodeling sales. 


By Charles A. Davis 
Field Representative 
Herr & Company. Inc. 
Lancaster, Penna. 


F YOU ARE A LUMBER 

DEALER located in a high traffic 
area such as a growing suburban com- 
munity or near a modern shopping 
center, you should consider house- 
wares as part of your hardware 
department. 

I don’t mean 5¢ and 10¢ type 
housewares, but top-quality name- 
brand housewares which relate to 
your lumber and building materials 
products. When a housewife accom- 
panies her husband to select building 
materials for the new kitchen or the 
newly-planned bathroom, housewares 
can be a profitable asset for the lum- 
ber dealer. 

For example, the family buying a 


50 


new kitchen will also be adding new 
housewares items that will blend with 
it. This means a new cannister set 
(usually $4 to $10); a paper dispenser 
for the wall ($5 to $7); a cake cover 
($5 to $7); a salt and pepper set for 
the range ($2 to $3) and possibly a 
bread cabinet ($7 to $12), if not al- 
ready in the cabinet drawer. 

These items are usually visible in 
the modern kitchen and are available 
in matching colors, which will add to 
the decor of the room. The four-piece 
cannister set for flour, sugar, tea and 
coffee, is usually the first item pur- 
chased. By displaying the other related 
items in matching colors, the house- 
wife knows that these additions are 
available piece-by-piece and she will 
return to purchase them. 

Total sales of these items vary from 
$23 to $39, depending on the finish 
—enameled, chromed or coppered. 


Plus sales. The kitchen sink unit 
also affords plus sales in rubber sink 
mats, drain trays, dish drainers and 
wastebaskets, which are usually chosen 
in matching colors. These sales range 
from $6 to $10. A new paint job in 
the kitchen usually means a change in 
the color of these basic houseware 
items. 

Also, there’s the new kitchen clock, 
the latest new cookware, cutlery, 
kitchen tools and the adhesive shelf 
and drawer lining. By the time the 
housewife has completed her neces- 
sary accessories for the new kitchen, 
she will spend between $75 and $100. 
She can be tempted to purchase all 
these items at one time if they are 
added to the time payments of the 
newly-purchased kitchen. Consider this 
idea. 

The same thing will hold true for 
the bathroom. Display good quality 
chrome bathroom fixtures, bath scales, 
bath mats, medicine cabinets, etc. For 
the family or game room with a fire- 
place, display a complete selection of 
firescreens and accessories in the 

(continued on page 52) 
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Wy 
Whee itng 





Buildings last longer when they’re pro- © 
tected with Wheeling’s Super Channeldrain 
Roofing and Siding. Here’s why: 

1. Super Channeldrain is made of Wheel- 
ing’s exclusive, rust-resisting Cop-R-Loy 
steel, then both sides are extra-protected with a heavy, 
uniform galvanized coating. 

2. Super Channeldrain has all the strength of steel . . . 
plus full side laps for still greater strength at the places 
where it’s needed most. 


MORE FINE WHEELING PRODUCTS FOR SUCCESSFUL FARMING! 


Wheeling Galvanized Ware fills 

a wide range of needs both in 

- home and around the farm 
. gives far longer service. 


Corrugated Metal Culvert Pipe 
and Fittings are low in cost and 
ideal for all types of farm and 
roadside drainage. 


) SUPER Channeldrain MADE OF COP-R-LOY 





BY WHEELING 





3. Super Channeldrain has special side 
channels that stop leaks caused by capil- 
lary action. 

And, finally, Super Channeldrain has 
improved end laps that hold each sheet 

tight against the one beneath... keep buildings rain- 
proof even during severe wind storms. 

Get the full story on Super Channeldrain 
from your Wheeling dealer. Wheeling 
Corrugating Company, Wheeling, W. Va. 





Cop-R-Loy-44® Roofing is a full 
44” wide — so it covers more 
and lays faster than regular 
corrugated roofing. 


LaBelle Cut Nails are especially 
suited for flooring and for 
wood furring strips with build- 
ing block construction. 


WHEELING CORRUGATING COMPANY - IT’S WHEELING STEEL! 


Immediate delivery on all stocked items from these warehouses: 
Louisville, Minneapolis, New Orleans, New York, Philadelphia, Richmond, St. Louis. Sales Offices: 


Boston, Buffalo, Chicago, Columbus, Detroit, Kansas City, 
Atlanta, Houston 
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Top-Quality Housewares 
(begins on page 50) 





proper season. These are the big ticket 
sales. 

Between 20%-25% of your show- 
room should be devoted to a house- 
ware section if it is to become a factor 
in your present operation. Less space 
may be taken, but the net results will 
also be less. 

Proper display. Gondolas (8’ to 10’) 
with adjustable sheives are the most 
desirable display unit for housewares. 
Some glass binning is necessary for 
cutlery, kitchen tools and popular 


gadgets. Bin tickets should show the 
name of the item, the catalog number 
and the selling price. 

For better stock control, it is a good 
idea to include a minimum quantity 
figure, which denotes when it is time 
to reorder. This will eliminate empty 
spaces and’ lost sales to the impulse 
buyer. 

Your housewares lines should in- 
clude name brands like: Pyrexware, 
Corning Ware, MorrowWare, Lincoln 
BeautyWare, Ekco tools, Flint cutlery, 
Dazey can openers and ice crushers; 
Aristo-Mats, Rubbermaid Line, Krom- 
exWare, Wheeling Galvinized Ware, 
Magic Cover shelf coverings, Dennis 
Mitchell Carts, O’Cedar mops, Wel- 





SAFE PADLOCK 
._ HARDWARE CoO. 


Subsidiary 


THE AMERICAN HARDWARE 
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STORM 


DOORS 


need sturdy 
Hardware 


—make it Safe! 


Safe Storm Door Hardware 
is designed for a long life 
of reliable performance. 
Depend upon it... for 
quality ...forendurance 
... for beauty. There’s 
a style, material and 
finish for every fall 
and winter purpose. 


.»- you can count 
on SAFE for 


Flawless 
FINISH 


Prompt 
DELIVERY 
and 


Competitive 
PRICE 


and 


LANCASTER, PENNSYLVANIA 





maid ironing covers sets, Ridjid iron- 
ing tables. 

Also Knape-Vogt closet accessories, 
Hall Mark bathroom fixtures, Autoyre 
bath fixtures, Borg bath scales, Stanley 
curtain rods, Lustro Ware plastics, 
Foley gadgets, clothes line props, posts 
dryers; complete household chemicals, 
waxes, Thermos bottles and miscellan- 
eous impulse and seasonal items de- 
manded in your particular location. 

Stock investment. Your annual vol- 
ume will depend on the location of 
your store and the amount of traffic. 
Carrying a complete selection of the 
above top-selling lines would retail in 
the vicinity of $5,000. 

An overall turnover on every line 
(some are seasonal) should result in 
three or four turns annually. The 
initial investment must be kept at this 
figure in order to offer complete se- 
lection at all times. 

Your biggest turnover should come 
in the months of January, April, May, 
June, November and December. De- 
cember is by far your biggest selling 
season, so your inventory should be 
adjusted accordingly to meet the great 
demand. 

Your hardware-wholesaler in your 
vicinity is the best source of supply for 
housewares items. Choose one with 
nearly all the top brands mentioned 
earlier and allow the wholesaler sales- 
man to make your selection as he 
knows what sells best in his territory. 
Give him the responsibility of looking 
after your stock and keeping you up 
to date on the latest items. 

Add new items. You should con- 
stantly add new items and feature 
them as there is always a demand 
created by a new product, particularly 
nationally-advertised lines. 

Your wholesaler salesman will know 
when to eliminate an item. As you are 


WORPRUOTADOEAUEN HATTA CHAAR AEE 


Charles A. Davis 


Charles A. Davis has been a field rep- 
resentative for Herr & Company, Inc., 
a full-line hardware wholesaler in Lan- 
caster, Penna., for the past eight years. 
Before joining Herr, he was sales man- 
ager and buyer for two other wholesalers 
in central Pennsylvania. 

Davis has held various dealer sales 
clinics and lectured department store 
groups on housewares. He has merchan- 
dised 10 new stores since joining Herr. 
These include several active in house- 
wares, including the shopping center store 
for Otto & Hollinger, Inc. Camp Hill, 
Penna., reported in A. L., February 15th. 

Herr & Company, Inc. covers the Mid- 
dle Atlantic states. About 40% of their 
$4 million annual volume is in house- 
wares, a 20% growth in five years in 
this department. 


Mit 


HADASSAH 
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adding new items, you will also be 
slowly eliminating items that have 
slowed down in demand. By featuring 
new products, you will get a large 
share of this new business, which is 
usually impulse. 

Housewares is a natural self-service 
field, so very little sales training is 
necessary. Top brand lines are pre- 
sold and modern packaging is devoted 
more toward self-service. All of your 
stock should be mass displayed in their 
various categories and should be lo- 
cated where they can be seen through 
your showroom window. During the 
many gift seasons, contractor, car- 
penter and do-it-yourself customers 
will purchase housewares as. presents. 

Electrical housewares? Competition 
in your area should determine whether 
you enter the electrical housewares 
field. Toasters, mixers, irons and cof- 
fee makers are being footballed in all 
sections of the country. At the present 
time, it would not be advisable to enter 
this phase of housewares because of 
the tragic price cutting taking place. 

Kitchen clocks do not come in this 
category, so it would be advisable to 
consider this type of electrical house- 
wares. Also include electric ice cream 
freezers and fans in the summer 
months. 

The local hardware man has always 
carried a broad selection of house- 
wares as a necessary part of his busi- 
ness. This should be no problem. With 
few exceptions, these dealers are con- 
stantly out of stock on their most 


ann 


popular sellers because of the thou- 

sands of other items they try to main- 

tain. Houseware items are mainly 
impulse sales and if they are not seen, 
they are not sold. 

The majority of top 

brands of housewares lines carry a 
40% discount from the manufacturers’ 
suggested retail. You can expect about 
six turns a year on. the most popular 
items from each line. Keep up-to-date 
on new items and eliminate, slow sel- 
lers as the demand drops. This will 
keep your stock fluid. 

Practically all the brand name 
lines mentioned earlier in this article 
offer any number of free sales aids 
and in-store display material. 

POUPEEEL ELEVA AT APOO ATU AE 
Can You Answer ‘‘Yes’’? 
Housewares will be a valuable 

addition to your building materi- 

als operation if you can answer 

“yes” to the following questions. 

1. Do I have the proper loca- 

tion? 
I have good floor traf- 
fic? 

- Do I have free parking? 

. Is my area growing? 

. Will I devote adequate space 

to housewares? 

. Can I count on my whole- 

saler’s salesman? 

- Will I keep the department 

tidy? 

. Will I keep basic stock? 

- Can I get quick delivery? 
10. Will I advertise? 








( Here's the one that 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 


WILL NOT SHRINK 
it WORKS BETTER. 


STICKS AND STAYS pir 
ii 


A 








Most dealers report: 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
st year after 
year.” What’s more, 
Durham's Rock- 
Hard Water Putty 
ives you by far the 
st profit margin on 
any product of this : 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many patching materiais may shrink, 
fall out or chip off. Durham’s Rock-Hard 
Water Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use, Keeps indefinitely. So 
economical. Just mix with water as 
needed. * Packed twelve 1-ib. cans or six 
4-lb. cans to case, Keep some of each on dis- 
lay. Available in 25, 50, 100-lb. drums for 
Industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 
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or Bross Rods, 1" & 1% 


Heavy Wall Chrome vase 4 
GEN "0.0. 4 








Three Step 
Adjustable 
Flange 





| Complete Line/ 
Chrome or Brass 


HANG RODS 


Tale Mm ibaslale rs 





® Many other fittings 


available 


®@ Low prices!... 
@We also make to order 


Stock Lengths 12 ft. 


Profits pile up when you suggest _ 
“SCOTCH” BRAND Masking Tape with every paint sale. 


cad 





**SCOTCH’’ IS A REGISTERED TRADEMARK OF 3m CO. 





S. PARKER HARDWARE MFG. CORP. 
vaekt' is \ <a ‘ JMiianesora [finine ano )ffanuractrunine <> 
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SCENE FROM A new movie explaining 
the dimension lumber being used in con- 
struction of a new home and the tools 
needed to work with it. 


HOUSE GOING UP! The movie shows 
step-by-step the insulating board, siding, 
roofing and masonry used in construc- 
tion of the new home. 


Movie Screen Ads Popular With Dealers 


CREEN COMMERCIALS = are 

staging a comeback. Based on a 
check around the country, a sizable 
number of building materials mer- 
chants are using this advertising medi- 
um. 

There are three ways an advertiser 
can put his message across On movie 
screens, according to the Theatre- 
Screen Advertising Bureau: nationally, 
locally or through a manufacturer- 
dealer program. 

Retail building materials dealers 
have at their disposal a variety of 
filmed color commercials of a general 
nature on repairing, remodeling or 
new home building. These so-called 
“library” films are produced by Alex- 
ander Film Co., Colorado Springs, 
Colo.; Motion Pictures Advertising 
Service, Inc., New Orleans and United 
Film Service, Inc., Kansas City, Mo. 
These firms also produce films on 
specific products for various manu- 
facturers. 

Manufacturer-dealer (MD) films are 
available to lumber dealers on a co- 
operative basis. The manufacturer pays 
for the cost of the film and the dealer 
pays only the cost of local screening. 

When a dealer uses either library 
or MD films, a trailer is attached 
bearing his company name, address 
and phone number, along with any 
message he wants to add. Dealers may 
also have their own films made. 

Uses both. The Hampshire Lumber 
Co., Northampton, Mass. makes use of 
bo‘h MD and individual movie com- 
mercials. Manager Henry Drozdal 
says: 

“We use manufacturer-dealer films 
to promote the various building prod- 
ucts we handle. We’ve also had several 
films of our own made. They show 
our trucks wheeling out of the yard 
and that promotes us as a firm.” 

Drozdal utilizes the local outdoor 
theater during its season. This movie 
screen advertising costs him about 
$300 a year. 

“We feel it is very good advertis- 
ing,” Drozdal says, “the most effec- 
tive we could get for what it costs us.” 

Aims at home buyers. Conklin 
Lumber Co, Pekin, Ill, concentrates 
its movie screen advertising on pro- 
spective homeowners. 
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“The films we use are general in 
nature and the trailer offers a free 
home planning book,” explains man- 
ager Gilbert Olson. “We get a direct 
response from movie-goers on the 
offer.” 

Alternates showings. In Jackson, 
Mich., the Murray Lumber Co. uses 
two theaters for its movie screen ads. 
It shows them every other week in 
each theater. 

“This is Our second season using 
theater-screen ads,” cOmments man- 
ager William Burnham,” and we are 
very satisfied with their effectiveness. 
We concentrate on repairs, remodeling 
and occasionally promote our prod- 
ucts.” 

A long-time user of movie ads is 
the Robertson Lumber Co., Minne- 
apolis. Having large timber holdings, 
the firm promotes wood and wood 
products both in Minneapolis and 
Grand Forks, N.D. where it has a 
branch. 

Third year. Eagle River (Wis.) 
Lumber Co. is now in its third year of 
movie screen advertising. Owner 
H. W. Kruger says: 

“We concentrate our ads in the 
local indoor theater during the sum- 
mer resort season and promote the 
building materials we sell along with 
our millwork, repair service and house 
remodeling. 

“This town has a winter population 
of 1,500. Then suddenly it sweils to 
30,000 during the summer season. We 
have to reach the visitors and we've 
found that theater-screen ads are the 
quickest and most effective way. 
Sooner or later, everybody winds up 
at the movies,” he explains. 

More than 150 films for retail build- 
ing materials dealers are available in 
these categories: aluminum materials; 
building supplies; do-it-yourself; floor 
tile; home building; insulation; linole- 
um; lumber; ready-mix concrete; re- 
modeling; roofing; barbecue and pi-- 
nic supplies; lawn and garden equip- 
ment; general hardware; home work- 
shop tools; tool rental; interior paint; 
western pine; and chain saws. 

Film companies can be contacted 
through Theater-Screen Advertising 
Bureau, 437 Merchandise Mart, Chi- 
cago 54. 


HUTT 


Ask Nixon-Kennedy to Take 
Firm Stand Against Imports 


Presidential candidates Kennedy and 
Nixon have been asked to take a stand 
on imports in a letter addressed to each 
candidate by Walter A. Stilley, presi- 
ees Stilley Plywood Co., Inc., Conway, 

gos 


In a series of questions, the candi- 
dates are asked to state their positions. 
The letter calls attention to the fact that 
relief from imports has been denied the 
domestic hardwood plywood industry 
twice by the Tariff Commission. 

“Unless my foreign competitor is 
forced through an equalization duty to 
comply with our minimum wage and 
hour requirements, the minimum wage 
and hour law is a farce,” declared Stilley 
in his letter. 

“Many small and medium-size indus- 
tries have been forced to close. Others 
are just hanging on hoping that the old 
American idea of equal treatment and 
fair play will once again be given some 
consideration.” 


Dealer Claims Workshop 
Upped Net Profits 50% 

Two management workshops con- 
ducted in Australia last year by Amer- 
ican Lumberman’s Art Hood are pro- 
ducing results already, according to 
reports from Down Under. 

Roy Lloyd of Lloyds Timber & 
Building Supplies, Ltd., Adelaide, 
writes: 

“Just a few points, Art, about the 
year now behind us. We increased our 
sales 25% and our net profit 50%. 
This is all thanks to you and your ef- 
forts in putting us on the right track. 

“We are package selling carports, 
garages and fencing. I am sure, Art, if 
you ever come back to Australia, you 
will see that a lot of your work- 
shoppers are following your teaching 
and certainly proving its worth.” 


* Robert G. Rogers succeeds Donald 
R. Schmidt as vice-president and gen- 
eral manager of Crown Zellerbach, 
Canada, Ltd. lumber and plywood di- 
vision, Canadian Western Lumber Co., 
Ltd. Schmidt has been assigned to 
CZ’s international division. 


* Mac A. Cousins, midwestern hard- 
ware sales executive, has been ap- 
pointed Towne Hardware Div. sales 
manager by the Yale & Towne Manu- 
facturing Co. with headquarters in 
New York. 


* Robert H. Bendig, Philadelphia sales 
representative, has been promoted to 
Pacific coast division manager by Az- 
rock Floor Products Div., Uvalde 
Rock Asphalt Co. with headquarters 
in San Francisco. 
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From “10 Musts For Family Rooms’’—Summer Issue— 


Selling Remodeling? 
Try “Home” 


Getting good remodeling leads for lumber 
and building materials dealers is the sole func- 
tion of Home Maintenence & Improvement 
magazine. Published every four months, it is 
now part of the sales team for over 1,200 pro- 
gressive firms. 

“Home” is not published for the do-it-yourself 
customers. Instead it concentrates on major re- 
modeling projects which mean more profit for 
both you and contractor customers. 

The summer issue, for example, features, of- 
ten in color, attic remodeling, family rooms, 
kitchens, garages and new house designs. 
Handymen are not neglected entirely. The pro- 
jects for them are simple but call for substantial 
amounts of material. 

The cost per name is low, includes both prep- 
aration of a live prospect list and mailing 
promptly on March 1, June 1, September 1 and 


November 15. We guarantee no duplication of 
names in your community. 

Why not write us today for complete details? 
Solicit big-ticket remodeling with sound leads 
which keep down selling costs. Back up your 
outside salesman with a tested consumer maga- 
zine available only to lumber and building ma- 
terial dealers. 


maintenance 
and improvement 


The Dealer’s Own Consumer Magazine 


Published by 
American Lumberman & Building Products Merchandiser 


59 E. Monroe Street, Chicago 3, Illinois 
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HARDWARE BUSINESS 


Christmas Shopping 
for Dealers 


new PRODUCTS 


Two Ways to Ring Up Yuletide Sales 


Two tool promotions announced by 
Henry L. Hanson Co. are especially 
geared to boost a retailer’s yuletide prof- 
its. 

One of the yule promotions contains 
four No. 113 Drill Sets. Each set con- 
sists of 13 high-speed steel drills ranging 
from 1/16” to %4” in an eye-catching 
drill case. Each set has a three-color 
disposable. holiday gift wrapper. One 
set is mounted on a colorful 11” x 14” 
wall or counter display. Wrappers and 
display are free. Dealer pays $14.95 for 
the four drill sets, which have a retail 


value of $25. 

The other tool promotion features No. 
614 Ace Super-Set of 39 taps, dies and 
related tools in an unbreakable poly- 
ethylene case. A holiday insert in top 
of each case makes it a self-selling gift 
item. Inserts are free with every Super- 
Set ordered before Christmas. Dealer cost 
is $16.77; a saving of $1.20 on each set. 
Suggested retail price is $27.95. 

Both tool promotions now are avail- 
able from hardware wholesalers or direct 
from maker. Henry L. Hanson Co., Dept. 
AL, 25 Union, Worcester, Mass. 
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A Special Gift Builds 
Goodwill for Kwikset 


Each Christmas, Kwikset gives one 
of its high-style doorknobs, dressed up 
in a special setting, to its distributors, 
customers and friends. 

Advertising manager William Tell 
Thomas is shown in photograph above 
surrounded by Kwikset gifts of Christ- 
mases past. They’ve included knobs trans- 
formed into a table model cigarette 
lighter, lamp base, desk set and pen 
holder and spun aluminum champagne 
bucket with the knob as the center han- 
dle on the lid. 

What will Kwikset’s gift be this Christ- 
mas? No one is telling. But, it will be 
another ingenious gift with a built-in 
reminder of the firm’s identity and one 
sure to win acceptance and build good- 
will. Kwikset Div., The American Hard- 
ware Corp., Dept. AL, 516 E. Santa 
Ana St., Anaheim, Calif. 
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A “Book of Gifts’’ for You 


The 1960 annual “Book of Gifts” now 
is available to retailers through a group 
of 31 independent hardware wholesale 
distributors. This year, there are 90 name- 
brand gift items displayed. 
page catalog, which has 8 pages in full 

Besides four special coupon items fea- 
tured in the catalog, many of the other 
items are offered at special retail prices. 
For further details, write to Meyer Mer- 
chandising Service, Dept. AL, 400 N. 
Wells St., Chicago 10, Ill. 
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Puts Gift Sieeves on Tools 


Six best-selling tools, individually 
boxed, each with a distinctive colorful 
sleeve for fall and Christmas selling, 
are offered by Stanley Tools. Coupon 
on each sleeve entitles customer to a free 
half-year’s subscription to Workbench 
Magazine. 

Special dealer unit includes: Four- 
color window display, 20” x 15”; five 
copies of the Stanley “Ideas” booklet 
(20 pages, a 50¢ value) packed with 10 
hand tools individually boxed and with 
decorative sleeve. Retail value, $61.40; 
dealer cost, $40.93. Stanley Tools, divi- 
sion of The Stanley Works, Dept. AL, 
195 Lake St., New Britain, Conn. 
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Musical Base for Yule Tree 

Trade-named Karosel, a rotating musi- 
cal base for aluminum Christmas trees 
has a new switch control. The tree goes 
round and round to music as three but- 
tons—“lights, rotate, music’”—are 
switched on. An “off” button also is on 
the Karosel. 

Model RI00A shown in photograph 
above retails for $44.95. Two other mod- 
els retailing at $17.95 and $22.95 also 
are available. For descriptive literature, 
write to Kresky Mfg. Co., Inc., Dept. 
AL, Second & H Sts. Petaluma, Calif. 
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Gift-Boxed Tool Sets 

Fuller Tool announces five tool as- 
sortments especially selected aud pack- 
aged as Christmas gift items. Each set 
is individually gift boxed and offered 
complete with two eye-catching Christ- 
mas stickers. 

Assortments inculde: 3-piece chisel set; 
4-piece file set; 3-piece plier set; 7-piece 
interchangeable nut driver set; and a 6- 
piece rubber grip screwdriver set. Dealer 
markup on all items is a full 58%, with 
retail list price ranging from $2.50 to 
$6.16. For further details and catalog 
sheets, write to Fuller Tool Co., Dept. 
AL, 3522 Webster Ave., New York 67, 
N. Y. 
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Puts Santa to Work in a 
Profitable Plywood Zoo 

A new series of do-it-yourself patterns 
for a rocking camel, horse, elephant and 
lion now are available from Douglas 
Fir Plywood Association for $5 per 100. 
Full-size cutting templates are included 
in each package, along with a complete 
materials list and detailed instructions. 

Each of the cleverly-designed animals 
can be made from a 3’ x 4’ piece of 
%” DFPA fir plywood. Do-it-yourselfers 
also will need glue, nails, sandpaper and 
paint, which a dealer may offer in tie-in 
displays similar to ones now in-use at 
Model Lumber Co., Tacoma, Wash. (See 
photographs above and at left). 

Parts may be cut out with a coping 
saw, band saw, jig saw, keyhole saw or 
saber saw. A dealer may offer his cus- 
tomers a package that includes plans, 
construction materials and a saber saw. 
Precutting of parts at a small additional 
cost also will boost dealer profits. 

In addition to the new Plywood Zoo 
patterns, DFPA is again offering the 
Christmas patterns sold by so many deal- 
ers in the past. The five Christmas card 
patterns are available at 35¢ each or $3 
per dozen and the Nativity Scene at $1 
per set or $10 per dozen sets. Write to 
Douglas Fir Plywood Association, Dept. 
AL, 1119 A St., Tacoma 2, Wash. 

Circle No. 209 on Handy Cover Card 
(continued on next page) 
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B&D Launches Fall-Christmas 
Merchandising Program 


B&D’s electric tool promotion during 
the pre-Christmas season will be known 
as the firm’s Golden Jubilee program in 
observance of its 50th anniversary. 

Product values during the promotion 
include a new Deluxe Jig Saw shown in 
photograph above. Its B&D-built univer- 
sal motor is amply powered to cut wood 
up to 2” thick. A newly-engineered Cyc- 
loid sawing action clears the blade teeth 
at each stroke. With an assortment of 
jig saw blades, it also will cut plywood, 
metal, plastics, leather, composition and 


ALUMINUM NAILS other materials. It will be available Oct. 


1. List price is $44.95. 
“Tempered to Drive Straight” Other product values available during 
the Golden Jubilee program are a Golden 
Drill Fixkit, a popular-price 744” Utility 
Saw and a seasonal combination of B&D’s 
Phifer Aluminum Siding Power Driver and Saw Attachment of- 
Nails meet all FHA and fered as a package at a pre-Christmas 
HEAD Redwood Association price of $36.95. 
TYPE NAIL LENGTH DIA. specifications. Not nec- Dealer sales aids include national ad- 
1-7/8” 117/64” essary to countersink or vertising, catalogs, a display and news- 
p seg 17/64” putty. mat service. The Golden ge eee 
IDIN ” ends Nov. 15. The Black & Decker 
Sinker Head : She GET THIS HANDY Mfg. Co., Dept. AL, Towson 4, Md. 
SALES AID! Circle No. 210 on Handy Cover Card 











SIDING : > NAILS j Color Spray 
Casing Hecd : A new color spray 
- : Hie in an aerosol can is 
ABESTOS SIDING 1-7/16” Jj ideal for decorating 
File Grip 1-3/4” : iy door wreaths, man- 
epee = > tel decorations, rib- 
ABESTOS SIDING 1-1/4” ae bon, greeting cards, 
Plain Shank 1-3/4" ey gift wrap, tree bases 
ie and branches. It is 
eeeeeeee® 2 available in red, 
green, silver, gold : 
atl and white. After the holiday season, sim- 
WRITE TO | ply tear off perforated — — 
and it becomes a year ‘round Color Spray 
PHIFER WIRE PRODUCTS ‘ can. Illinois Bronze whe ag gan 
Ms AL, 2023 S. Clark St., Chicago, Ill. 
TUSCALOOSA, ALABAMA = Circle No, 211 on Handy Cover Card 


FOR PRICE LIST AND FREE DISPLAY BOARD (continued on page 60) 
































58 Circle No. 193 on Handy Cover Card September 26, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 











‘‘Easiest Way to Save 


Money | Ever Saw,’’ 

says Donald Eilertson about 
“Utility” grade West 

Coast framing 

lumber. 3 


“It’s good management to specify and use 
Utility grade framing lumber,” says Build- 
er Donald Eilertson. “By taking advantage * When used in accordance with FHA Minimum Property Stand- 
of the economies offered by Utility dimen- ards for One and Two Living Units, FHA Bulletin No. 300. 
sion and boards, I save a minimum of 
$200.00 on every house job and maintain SOE ER ED EN RE DS Te CRS RINE eet Nee Ua 
my reputation for quality construction.” 


Here is another builder of distinctive homes 
who depends upon the consistent quality of 
West Coast “Utility” grade lumber for a 
profit. You, too, will find “Utility” grade 
saves money in applications such as these: 


WEST COAST LUMBERMEN’S ASSOCIATION 
1410 S. W. Morrison St., Portland, Oregon 


Please send me your booklet ‘‘Where to Use Utility Grade 
West Coast Lumber”’. 


Douglas Fir West Coost Hemlock 


30 Ib. 40 Ib. 
* Floor Joists live load* live loadt 
2x6 16” o.¢. 7.3” 
2x8 16” o.¢. 10’.8” 
2x10 16” 0.¢, 14’.8” 
2x12 16” ©.¢. 17’.0” 


a... ROS Aae mI aes 


Address____ 


*sleeping rooms only 

fother than sleeping rooms 
Other specific applications for ‘‘Utility’’ grade: rafters for light roof- 
ing*, flat roof joists*, ceiling joists*, floor joists* and boards* for 
sheathing, sub-floors and solid roof boarding. 


2 TR Ea aa aa a, _Zone State 
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CHRISTMAS GUIDE 


(begins on page 56) 


Do-It-Yourself Workbench 
or Electric Train Table 


Versa-Frame, with patented Rib-Lock 
corners, is a low-cost steel frame easily 
assembled for use as a home workbench 
or utility table. In a compact 19-pound 
carton, it’s complete except for top and 
shelf which would be of material, pur- 
chased separately, to finish bench or 
table. It is designed for a 4’ x 2’ top 
and is 34” high. A 4’ x 4’ Versa-Frame, 
28” high, also is available for use pri- 
marily as an electric train table. 

Market data. Versa-Frame is ideal for 
sale as a Christmas-time do-it-yourself 
project, or a dealer may wish to assem- 
ble several workbenches and train tables 
and sell them as completed gift items. 
Write to Adjusta-Post Mfg. Co., Dept. 
AL, P. O. Box 3352, Akron 7, Ohio. 
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Christmas Displays for 
Indoor and Outdoor Use 


A complete line of full dimensional 
molded latex Christmas displays are dec- 
orated in vivid weather-resistant lac- 
quers. The figures and scenes are suit- 
able for use on lawn, rooftop, patio, in a 
dealer’s store, club or public square. They 
include the following: illuminated church 
choir loft with three special choir singers; 
realistic nativity scenes; santa, sleigh and 
reindeer; 30” choir and angel singers; 
and 40” choir singers. Artistic Latex 
Form Co., Dept. AL, 762 Third Ave., 
Brooklyn, N. Y. 


HARDWARE BUSINESS 


~New Products- 


Specifications and Market Data on Products You Can Sell 


industry’s First Shockproof 
Nylon Drill Is Introduced 


A new double-insulated “4” Safe-T- 
Drill with nylon housing and insulated 
chuck is the first and only drill of its 
kind produced in America, says maker. 
It offers users three advantages: new 
safety, high strength and a saving in 
weight. 

Double protection is provided by the 
drill’s insulated chuck spindle and nylon 
housing. A rugged form of nylon used 
for the housing is so tough and durable 
that the drill is guaranteed against shat- 
tering in normal use. Its nylon housing 
cuts weight so that it’s a full 10% lighter 
than comparable aluminum drills. 

The Safe-T-Drill serves as a power 
unit for a complete 14-tool power work- 
shop. Among the many attachments are 
a finish sander, portable and bench sabre 
saw, hedge trimmer, 5%” circular saw, 
bench grinder and sander, many with 
the new Quik-Change feature. 

Market data. Power rating of the Safe- 
T-Drill is 2.7 amp. List price is $24.95. 
Dealer sales aids include a new novel 
display package (left, below). Built-in 
easel tilts package to display angle. Pre- 
punched holes permit hanging on per- 
forated hardboard. Millers Falls Co., 
Dept. AL, 57 Wells St., Greenfield, Mass. 
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Big, New Dialmatic 


New, heavy-duty Dialma- 
tic door closer for jalousie, 
prime and all interior doors 
has extra large, 1 %” diam- 
eter steel tube and heavy 
torque spring power. The 
No. 88 unit, finished in 
baked aluminum enamel, is 
equipped with a foolproof 
hold-open device and mount- 
ing spacer for fast installa- 
tion. Introductory offer in- 
cludes operating display 
mount. Dexter Lock Div., 
Dexter Industries, _Inc., 
Dept. AL, 1601 Madison 
Ave., S.E., Grand Rapids 2, 
Mich. 


Fast-Drying Floor 
Paint Announced 


You can walk on new 
Texolite floor paint in an 
hour, says maker. It may be 
used on porches, patios and 
basements and on wood or 
masonry floors. First coat 
should be brushed on over 
a clean and dry or slightly 
damp surface; next coat can 
be brushed or rolled on. It’s 
available in 1-quart, gallon 
and 5-gallon cans in six deep 
colors, white and other in- 
termixes. U. S. Gypsum Co., 
Dept. AL, 300 W. Adams 
St., Chicago 6. 
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Big 24” Spreader 
Weighs 7 '1/. Pounds 


A big, 24” deluxe garden 
spreader, called Gro-Cart, 
weighs only 742 pounds. Mi- 
crojust handle meter adjusts 
easily for spreading seeds 
and fertilizers. The gray cart 
with red wheels also is adapt- 
able for carrying leaves, 
soil and clippings. Colors 
are molded right into its 
tough new materials and 
can’t chip or peel. Moving 
parts are self-lubricating. 
Cart is shipped ready for as- 
sembly without nuts or bolts. 
Ferry-Morse Seed Co., Dept. 
AL, Mountain View, Calif. 
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Two-Way Level 


New Lok Level plumbs 
two surfaces at once. It also 
acts as a facing straight edge 
when used in a leveling po- 
sition as in brickwork. It is 
made of extruded aluminum 
with braces of brass bridging 
and is lightweight. Simple ad- 
justment and replacing of 
bubbles insure long instru- 
ment life. The 3’ and 4’ 
models are priced at $18; 6’ 
model is $20. Other lengths 


Adds Aluminum Spray 
Gun & Cover Assembly 
A new all-aluminum spray 
gun and cover assembly now 
are included with the Sprayit 
400 model. The lightweight 
paint spraying unit is ideal 
for sale to both do-it-your- 
selfers and contractors. It 
also has an aluminum die- 
cast body, weighs one pound. 
Sprayit 400 includes a %4 hp 
motor-compressor unit and 
8’ of hose. It retails for 
$39.95, slightly higher in 
West. Thomas Industries, 
Inc., Electric Sprayit Div., 
Dept. AL, 207 E. Broadway, 
Louisville 2, Ky. 
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Roll-Up Ladder 


A new aluminum roll-up 
ladder is lightweight and 
can be carried like a suitcase 
up and down winding stairs, 
on elevators, through revolv- 
ing doors. It is available in 
12’ and 16’ lengths. The 16’ 
size rolls up into a 20” 
diameter bundle weighing 
about 24 pounds. When un- 
rolled and locked into posi- 
tion, the ladder easily sup- 


are available on special or- ports a load of 1,000 pounds. 


der. Lok Products Co., Dept. Aladdin’s Products, Dept. 
AL, 1729 Hillside Drive, AL, 50 W. Broad St., Co- 
Glendale, Calif. lumbus 15, Ohio. 
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FAMOWOOD . ...the AMAZING... 


PLASTIC for wood finishes! LOOK FOR 
iT cmmeall LIKE PUTTY . . . STICKS LIKE GLUE! 3 


FAMOWOOD is the answer . . . where wood 3) BRAND The Post That’s 


t. Simple to -. effi- 
cient, lasting, Sagiotant. Siewip & filling wood ON THE END 
FARM-TESTED 


nail and screw holes or 
FIBERGLASS. ‘Duies quickly: anexn’ UNDER 
wo rye. under adverse conditions. FAMO.- 
Since 1915 over 60 million 
of these straight, strong, 
durable LONG-BELL posts 
have been installed on the 


ete ey is 
farms and ranches of 
America. 
Pressure-treated with 
100% creosote or with 5% 
Penta solution they guaran- 
tee years and years of trou- 
ble-free fenceline service. 
Stock the famous L-B post 
for real customer satisfac- 
tion. 


Gulia tains aghubh seal Rahine A eeteredtnaieme emer 744 


BEVERLY MANUFACTURING COMPANY ics sncruts a, cause 


Masatecturcers of...FAMOWOOD « FAMOGLAZE © FAMOSOLYENT 
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REDUCE delivery costs. 


UNLOAD a LOAD or HALF LOAD at a time 
with an 
R-B ROLL-OFF 


truck body 


manufactured only by 


a +. 
Wood Preserving 
* a « 
Division 
f 
International Paper Company 
Kansas City, Mo. & DeRidder, La 


Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 
1921 Guinotte, Kansas City 20, Mo. 
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(begins on page 60) 


Ch sepeenenee 


vata 


Riding Garden Tractor 


A new garden tractor, called the Little 
Giant, now is available in two models: 
450, 4% hp; 700, 7 hp. It has an all-gear 
drive, 4-speed transmission and worm- 
and-gear automotive steering. Engine is 
4-cycle air-cooled and electric starting is 
offered as optional equipment. 

A full line of available attachments 
includes: rotary and gang mowers, sweep- 
er, roller, areator for turf maintenance, 
plow, cultivator, tiller, harrow for gar- 
dening, snow plow-grader blade, snow 
caster and dump cart for utility work. 

Market data. List prices of the Little 
Giant are, f.o.b. factory, $424 for model 
450 and $524 for model 700. For de- 
scriptive literature and price list, write 
to Wagner Iron Works, Dept. AL, 1905 
South First St., Milwaukee 1, Wis. 
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Outward Clinch Staple Gun 

A new specialty tacker, called the T- 
500c Outward Clinch, ejects a staple 
whose legs turn outward to clinch under 
or inside work. Uses Arrow T-5O staples, 
9/16” leg length. 

It’s ideal for stapling insulation around 
pipes and ducts, stapling shipping tags to 
corrugated cardboard containers, tempo- 
rary sealing of inner containers in ship- 
ping cartons, and attaching cloth or paper 
to cardboard. 

Market data. Price of the T-50oc is 
$15. Sales aids include a cooperative ad- 
vertising program, national advertising 
and selling tools. The manufacturer also 
announces a new catalog, No. 6/60, con- 
taining full information on its complete 
line of automatic tackers and desk and 
plier-type staplers. Dealers may order as 
many of the catalogs as they need free 
of charge. Write Arrow Fastener Co., 
Dept. AL, 1 Junius St., Brooklyn 12, 
N. Y. 
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Jiffy Picture Hanger 

Jiffy Picture Hangers have many uses 
for the holidays. They're easy to apply 
and easy to remove. They’re ideal for 
hanging streamers, banners, wreaths, holi- 
day decorations of every sort on walls, 
ceilings, windows, doors and Christmas 
trees. They may be applied to tile, glass, 
metal, wood or cement without use of 
hammer or nails. Hold up to 15 pounds. 
Package of 6 retails for 19¢. Write Jiffy 
Enterprises, Inc., Dept. AL, 150 N. 13th 
St., Philadelphia 7, Penna. 

Circle No. 227 on Handy Cover Card 


Krylon Paint Dispenser 

A new four revolving-shelf floor mer- 
chandiser holds 192 16-ounce aerosol 
cans plus space for large bulk cans of 
Krylon Rust Magic Metal Primer at its 
base. It is approximately 58” high and 
occupies less than four square feet of 
floor space. 

At its top is a colorful four-sided 
revolving billboard, printed in fluorescent 
colors, featuring Krylon spray paints 


New Sales Aids 





with actual color chips, Rust Magic 
Metal Primer and Glowing Fluorescent 
spray paints with actual color chips. 

The new merchandiser is available to 
dealers for only $25 with the purchase 
of 48 16-ounce cans of Krylon spray 
paint. As a bonus, the manufacturer 
gives the dealer 24 16-ounce cans of 
Krylon spray paint, his choice of colors, 
which when sold reimburses him for the 
cost of the floor display, plus his full 
profit on the 24 free cans. Krylon, Inc., 
Dept. AL, Ford & Washington Sts., 
Norristown, Penna. 

Circle No. 228 on Handy Cover Card 


Garden Tool Merchandiser 


A new garden tool display, 13” x 8”, 
can be placed on either counter or wall. 
The self-selling unit, called TF-24, con- 
tains 24 garden tools with heavily- 
plated, cold forged steel blades that will 
not rust or tarnish. Hardwood handles 
are fire-grained and weatherproof to last 
longer. 

The assortment consists of six trowels, 
six transplanters, six weeders, three forks 
and three cultivators. One garden tool 
merchandiser is packed to a carton; 
shipping weight, 12 pounds. Great Neck 
Saw Manufacturers, Inc., Dept. AL, 
165 E. 2nd St., Mineola, N. Y. 

Circle No. 229 on Handy Cover Card 


New Package for a Best Seller 


Behr-Process Co., formerly known as 
Linseed Oil Products Corp., announces 
its best-selling Behr Clear Finish No. 1 
for Redwood now is packaged in a round 
can instead of a square one. Retailers 
will find the new can easier to handle 
and display and more convenient for 
painters and consumers to use, says 
maker. 

The resin-free Liquid Raw Hide clear 
finish is especially created to bring out 
the depth and true color of redwood, 
cedar, mahogany cre other woods. List 
prices are: 1 pint, $1.20; 1 quart, $2.00; 
1 gallon, $6.10. Standard trade discounts 
are available. Write to Behr-Process Co., 
Dept. AL, 1608 Talbert Ave., Santa Ana, 
Calif. 

Circle No. 230 on Handy Cover Card 
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HARDWARE BUSINESS 


New Literature 
Time-Saving Card——See Back Cover 


“Low Cost Cures,” a new four-page pamphlet, describes the 
use of VisQueen film as a curing blanket on concrete slab 
work for flooring, sidewalks, curbs, gutters, highways and 
streets. Recommended specifications are given and the results 
of moisture retention and crush tests are shown. Film’s appli- 
cation as a subgrade water vapor barrier also is explained. 
For copies, write to Plastic Films, Visking Co., Div. of Union 
Carbide Corp., Dept. AL, 6733 W. 65th St., Chicago 38, Ill. 

Circle No. 231 on Handy Cover Card 


“Want to Get Away from Damp, Dingy Walls?” is the title 
of a new brochure describing the advantages of using Ranetite 
Damp-Resister. Liberal text tells how it acts as a beauty treat- 
ment for plastered walls and makes any wailpaper better. How- 
to-apply instructions also are given. For a copy of the bro- 
chure, write to Ranetite Mfg. Co., Dept. AL, 1917 S. Broad- 
way, St. Louis 4, Mo. 

Circle No. 232 on Handy Cover Card 


A new 24-page, 812” x 11” catalog gives complete technical 
data, including lengths, gauges, head sizes and counts per 
pound, on 372 sizes and types of Stronghold, Screw-Tite and 
other improved nails. Information on packaging plus a “Rec- 
ommended Nailing Schedule” also is included. For a copy of 
the new catalog, write to Independent Nail & Packing Co., 
Dept. AL, P. O. Box 157, Bridgewater, Mass. 

Circle No. 233 on Handy Cover Card 


Key Blanks. Slaymaker’s 14 most active key blanks are shown 
in actual size on the front of a catalog page, while 14 other 
blanks are pictured on the back. Copies of the new catalog 
page may be obtained by writing to Slaymaker Lock Co., 
Dept. AL, 115 So. West End Ave., Lancaster, Penna. 

Circle No. 234 on Handy Cover Card 


Two new bonding charts on ceramics and insulation are 
available free of charge. The charts show at a glance specifica- 
tions for bonding practically any combination of materials 
required. For copies of either or both charts, write to Miracle 
Adhesives Corp., Dept. AL, 250 Pettit Ave., Bellmore, L. L., 
N. Y. 

Circle No. 235 a9 Handy Cover Card 


An “Ideas” booklet is tied into the theme of “Better Your 
Home on Your Own.” Fully illustrated, it is filled with ideas 
on planning a new home or improving an old one. It’s available 
free in quantities to dealers participating in Stanley’s Fall and 
Christmas product specials and window display program. Cus- 
tomers purchasing the product specials also will receive a free 
copy. Write to Ideas Booklet, The Stanley Works, Dept. AL, 
195 Lake St., New Britain, Conn. 

Circle No. 236 on Handy Cover Card 


A new eight-page, illustrated booklet shows where to use 
and how to achieve the maximum protection with silicone 
masonry water repellents. It discusses the common types of 
masonry damage and includes an outline of the proper methods 
of surface preparation of masonry. For a copy, write to Sili- 
cone Products Dept., General Electric Co., Dept. AL, Water- 
ford, N. Y. 

Circle No. 237 on Handy Cover Card 


A new illustrated, 12-page price sheet gives dealer’s cost 
and list prices on the complete Red Devil line of glaziers’ 
tools, putty knives, wall scrapers, wood, paint and glass scrap- 
ers, Dragon Skin steel sandpaper, paint conditioning machines 
and floor and counter merchandisers. For free copies of the 
price sheet, write to Red Devil Tools, Dept., AL, Union, N. J. 

Circle No. 238 on Handy Cover Card 


A new bulletin describing Delta’s Long Arm Radial Saw in- 
cludes action photographs and text describing the specific 
operations that the machine can perform. Complete specifica- 
tions and catalog listings are given. For a copy of the bulletin, 
AD-1235, write Rockwell Mfg. Co., Delta Power Tool Div., 
Dept. AL, 476 N. Lexington Ave., Pittsburgh 8, Penna. 

Circle No. 239 on Handy Cover Card 


September 26, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





Philippine Mahogany 
MOLDINGS 


that can be closely matched 
to any other wood 


Certainly one of the outstanding features of Ilco moldings is their 
“adaptability.”” Whatever kind of paneling is called for, Ilco moldings 
will make an effective companion, because they take all types of 
finishes easily and beautifully and can thus be closely matched to any 
other wood. Also important: Ilco moldings require no sanding. 


Like all products of Insular Lumber (world’s oldest and largest pro- 
ducer of Philippine Mahogany), Ilco moldings are solid hardwood. 
This accounts for their rich, distinctive appearance. And, of course, 
don’t overlook the fact that Ilco offers 77 different molding patterns, 
enough to do any job. And additional patterns are constantly being 
added to the Ilco line. 


ILCO MOLDINGS ARE AVAILABLE FROM 
THESE WHOLESALE DEALERS’ WAREHOUSES: 


NEW JERSEY—Camden PENNSYLVANIA—Philadelphia 
Du Bell Lumber Sales Co. Bateman Brothers Lumber Co., 
Collingswood inc. 
V. G. Read Co., Inc. Fessenden Hall Plywood, Inc 
Pittsburgh 
Germain Lumber Corporation 


CALIFORNIA—San Francisco 
Davis Hardwood Co 


COLORADO—Denver 
Frank Paxton Lumber Co. 
NEW MEXICO—Albuquerque 
HAWAI|—Honolulu Frank Paxton Lumber Co 


Shuman Hardwood Lumber Co OREGON —-Portiand 


North Pacific Lumber Co 
NEW YORK—Binghamton 
General Millwork Supply, inc 
Brooklyn 


Anchor Sales Corporation 
Buffalo TEXAS—Fort Worth 


Whitmer-Jackson Co Frank Paxton Lumber Co. 
Rochester Midland 
Whitmer -Jackson Co Frank Paxton Lumber Co. 
Tro 
Wholesale Woodwork & Supply, 
Inc 


ILLINOIS—Chicago 


Frank Paxton Lumber Co. TENNESSEE —Knoxville 


Griffith-Coker Lumber Co., Inc 


1OWA—Des Moines 
Frank Paxton Lumber Co 


MICHIGAN—-Grandville 
Empire Lumber Co 
Royal Oak 
Royal Oak Whotesale Co 


VIRGINIA —Springfield 
Johnson & Wimsatt, Int. 


Utica WASHINGTON—Seattle 


MISSOURI—Kansas City c ‘ Mitbeerk © 
eneral Millwork Corporation Matthews Hardwoods, Inc 


Frank Paxton Lumber Co. 


WISCONSIN —Milwaukee 
Frank Paxton Lumber Co. 


NORTH CAROLINA —Greensboro 
Brown-Bledsoe Lumber Co 


NEW HAMPSHIRE Nashua 
Gregg & Son, inc 


All-new illustrated catalog of the entire 
lico line, with special emphasis on moldings. 


PANELING + SIDING + MOLDINGS + FLOORING + TRIM + ROUGH AND SURFACED LUMBER 


INSULAR LUMBER 
SALES CORPORATION <iico> 


1405 LOCUST STREET, PHILADELPHIA 2, PA. 


WRITE FOR FREE CATALOG 


Circle No. 189 on Handy Cover Card 63 





Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 


1 Time——-30c per word for each insertion. 
Minimum charge of $1.50 per line. 


3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 
No agency commission or cash discount 
allowed. 


All ads for classified section must be in Pub- 
lisher’s office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 








SITUATION WANTED 








Bookkeeper, familiar with lumber terms, de- 
sires employment in distribution yard, some 
manufac uring or wholesale. Self employed 


‘ for some time. Middle age. Address Box N-54 


American Lumberman Building Products 


Merchandiser. 





SITUATION WANTED 
Supervisory: Have lumber experience, and 
education. H. F. Maturen, Lisbon, Ohio 





BUSINESS FOR SALE 








For Sale: 

Well established Retail Lumber & Building 
Materials yard in fastest growing communi- 
ty in Western Connecticut. Approximately 3 
acres land, large hardware store with 4 room 
apt. wu irs. 3 large stor sheds, millwork 
ep large garage. Located on main high- 
way near pro shopping center. Reply 
care Box N- American Lumberman & 
Building Products Merchandiser. 


BUSINESS OPPORTUNITIES 











BUSINESS OPPORTUNITY 
You now can — by our 25 years of ex- 
perience developing one of the most com- 
plete and mechanized methods of prefabri- 
eation in use today. Write for Fran 


Brochure. 
ee IVON R. FORD, INC. 
McDonough, N. Y. 





Lumber and Building Supply Yard estab- 
lished 35 years ago, excellent mae sees 
record. Sell or lease buildings and d. Lo- 
cated in N. Y. Metropolitan area. Present 
owner wishes to retire. Rare opportunity. 
Address Box N-47 American L erman & 
Building Products Merchandiser. 





LUMBER & DIMENSION 
FOR SALE 











For Sale: 25,000 Bd Ft 2” x 4” — 2’, 3’, 4, 
5’, 6, and 7 le KD and AD Douglas 
Fir. 50% Std and Btr 45% Utility, 5% 
Economy, No whitespeck. /M. F.O.B. Tus- 

a es <2 Lumber Co., P. O Box 244. 
u 1 a. 





MACHINERY FOR SALE 








owed. Replies forwarded without additi 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, Ill. 
Phone Fi 6-7788 


For Sale—One 60 ton hot press hydraulic— 
single phase—60 cycle 220 volt—motor and 
switches, top and bottom hot—bed size-44” 
x 87”. 
One 40 ton cold press—air over hydraulic 
size 39’ x 81’”—Both in excellent con- 
dition—Photos on request. Priced to sell. 
Sabol and Company 
P. O. Box 575 
Follansbee, W. Va. 
Phone—Steubenville, Ohio 
Atlantic 3-2344 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CoO. 
119 North Fourth Street 
Minneapolis 1, Minn. 








New Store 
Equipment 


Durable Display Kit 

Peggo-Sign kit, containing a perforated 
board display panel and colorful letters 
and numerals, can be used for eye-catch- 
ing displays. The 1544” x 23%” perfor- 
ated board panel has black satin finish 
on both sides, is claimed not to splinter 
or crack. 

Letters, numerals, symbols and punctu- 
ation marks are polystyrene with fluores- 
cent coloring. Letters are chartreuse; num- 
erals, red or white. Each durable, wash- 
able character has a permanent peg for 
attachment. Pegged clips and sticks also 
are available for displaying cards, photos 
and posters to the panel, which is priced 
from $22.44. A. C. Burgess Corp., Dept. 
AL, 1 Burgess Rd., Scarsdale, N. Y. 

Circle No. 240 on Handy Cover Card 


64 


Do-It-Yourself Packaging 

Polyethylene bags in 27 different sizes 
are especially designed for dealers who 
wish to do their own packaging of store 
items. The do-it-yourself packaging pre- 
vents markdowns due to soiling; keeps 
parts together for quick service; makes it 
possible to offer larger unit sales by pack- 
aging more than one item, and helps to 
promote self-service by customers. 

A mixed trial assortment of the sizes 
shown in photograph above consists of 1,- 
500 bags, prices at $14.75. Tag hangers to 
match also are available. If not imprinted, 
they. cost $11 per 1,500. For a complete 
price list sheet, write to Inter-American 
Products, Dept: AL, 161 W. Huron St., 
Chicago 10, Ill. 

Circle No. 241 on Handy Cover Card 








12-PAGE 
TRUSS 


REPRINT 


Now available is a special 12- 
page reprint discussing all phases 
of truss fabrication for residen- 
tial construction. 


Titled “Truss Making Makes 
Sense,” this reprint is the most 
complete, most up-to-date job of 
reporting available on the sub- 
ject. 
Single copies 25¢ 
Remittance must accompany order 


QUANTITY PRICES ON REQUEST 


AMERICAN LUMBERMAN 
59 E. Monroe St., 
Chicago 3, Ill. 
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“Have you Overlooked This?’’ 
The following ngge gs were carried 


in the September 12 of American 
|p anlar & BPM and are again listed 


with their inquiry numbers for your con- 
venience. Use" the Handy Cover Card for 
more information. 


ie aon f sal tion materials 
e 0 es promo’ 

for “Plateboard”™ Glamor Walls by Abi- 
tibi. 


Aiemionmn Ce. of America 119 

Invites you to get the facts about new Al- 

coa peak pm nny white gutters and down- 
Aluninnm Co. of America 

Offers free full-color idea folder and ap- 

plication instruction manual plus com- 

plete info on where and how to buy 
coa “Colorib” om. 


zrock : Piece Produc 

Special display kit md merchandisin aids 
available for the 800 Series of ina- 
Lux” floors. 

Brown & Co. Inc., 

Offers folder 
DAR”. 


A 


Geo. C. 137 
on Brown’s “SUPERCE- 


Carborundum Co. 86 
“Abrasive Products for the Construction 
Trades.” This informative publication 
offered Free. 
Central Metal Strip Co. ................ 81 
Get copy of free catalog featuring pre- 
ee Vy raga weatherstrip and 


sash balan 
Cincinnati Tool “Co. 

Free general catalog offered showing ne 
complete line of Cincinnati Tools. 
Diamond Expansion Bolt Co. 7 
Write for a sample of ‘ ‘Wing-Ding” wall 

anchors socked in impulse-buying New 
Blister Pack. 
Dow Chemical Co. 

Write for complete information about the 
Dow package of building products 
Fastener Corp. 32 
Circle No. on back cover card to re- 

ceive information on Duo-Fast S-762 
Staple Nailer. 
Ferry-Morse 
Circle No. 101 on "tasks cover card for 
roduct information on “Gro-Cart.” 
Flintkote Co. 


64 
Product literature and samples furnished 
on Flintkote’s full line of insulating, as- 
bestos and aluminum siding. 


Homasote Co. 16 
Pricing book on P-B Components available 
to dealers. 
Hyde Mfg. Co. 55 
Catalog sheets available for Hyde Dry 
Wall Joint Knives. 


International Salt 147 
Free folder of ‘Merchandising Ideas” of- 
feet to help sell more “Sterling Hal- 


Keystone Steel & Wire Co. 
Write for full information on “Keywall” 
masonry joint reinforcement. 


Libbey*OwenseFord Glass Co. 106 
Order now! New selling aids for the fall 
season include window banners, dealer 
booklets, envelope stuffers, e 
Long-Bell Div. 
For Caen information and prices on 
ll Kitchen cabinets use handy 
oe cover card. 


Maze Co. H. 
ba ® Eg free samples of ‘stormmuard” 


Miami abi tae 
wg Care Be eee So ae ae 69 
full etaile “on how to stock, sell and 
Pn nen new aes iami-Carey Duct-Free 


Multiple Hh.» i t tal d pri and 
ew equipment catalog and price 
lists available 
National Hardware Co. 103 
Attractive dealer displays available for 
“E-Z Set” builders hardware. Write for 
literature and prices. 
——— Lumber Corp 4 
Co ies of Piskarios’s color brochure, 
mber,” available. 
Pierce & Stevens Chemical C 109 
Free “‘Fabulon”’ tie-in display “kit ‘lets you 
take advantage - P & S national adver- 
tising cam 
Quaker State Metals Co. 74 
Offered—folder detailing complete line of 
eseatine building products. 
wiplug Co. Inc. 148 
are facts about their full line of ma- 
anchoring products. 
Re ible EME Van bu a keen ves eaten © 112 
+ indermation on the Truscon line of 
‘Shoei horizontal sliding windows, 
circle no. 112 on handy cover card. 


Roddis Plywood Corp. 84 
Dealer’ 2 ing ¥o dae ~ 4 —— wood 
pane yours for the 
Ruberoid 
Free oa ‘of the 1960 Ruberoid Product 
Catalog (including asbestos building 
board, coatings, cements, etc.) available 
on r meg 
Southern 
Free bulletins available—“Stress Grade 
Guide,” “Trussed Rafter Data,” “SPA’s 
Buyer’s Guide.” 


S. Gypsum il 
‘Offers complete info on the new “Full- 
House” line of USG ceiling tiles, includ- 
in facts about revolutionary USG 
‘‘Kleentone” acoustical tile. 
U. S. Plywood 30 
Use handy cover card to get details on 
the “Wel dwood Dealer Profit Develop- 
ment Pro; engl including Panel Parade 
merchandising display and Dealer Train- 
ing correspondence course. 
Waltzinger, inc. 76 
Literature supplied “Louv-a-Lure” 
louvered doors and panels. 
Weyerhaeuser Co. 
Write for information on selection, qual- 
es, a. application, and 
availability of Weyerhaeuser 4-Square 
w sidings. ‘ 
New issue of Tek-Bilt catalog contains 
brochures, price lists and product infor- 
mation. 


Zonolite Co. 
Fall Dealer Promotion Kit offered. 


SPEAK RIGHT UP... 

With increasing authority American Lum- 
berman is speaking right up for retailer 
and wholesaler in this industry facing 
new conditions. Touchy subjects ignored 
by most publications-distribution tangles, 
imports, prefabbing, contractor relations 
~—are researched, documented and laid 
on the table. It explains our circulation 
leadership, rising volume of reader mail. 


Allied Chemical Corp., 
Barrett Division 
American Hardboard Assn. 
American Ey Corp. 
Armprens Cort Go... oe ices cess cies 12- > 
Arrow Fastener Co., Inc. 
Barrett Division, 
Allied Chemical Corp. 
CE I On sn inn one dad's pvaeice dees 61 
Borden Co. ,The 
Carborundum Co., The 
Columbia Mills, Inc., 
Dexter Lock Division, 
Dexter Industries, Inc. 
Durham Co., Donald 
Erickson Power Lift Trucks, Inc. 
Flintkote Co., The 
Formica Corporation, 
Sub. of Cyanamid 
General Oglethorpe Hotel 


Ilager & Sons Hinge Mfg. Co., C. ........ 39 
Hines Lbr. Co., Edward 


Insular Lbr. Sales Corp. 
Jones Veneer & Plywood Co. 


Kaiser Aluminum 
& Chemical Sales, Inc. 


Libbey-Owens-Ford Glass Co. 


Mack Trucks, Inc. 

Marlite Div. of Masonite Corp. 
Masonite Corporation 

Minnesota Mining and Mfg. Co. 


National Cash Register Co., The 


Parker Hardware Mfg. Corp., S. 
Phifer Wire Products 
Pickering Lbr. Corp. .. 


Safe Padlock & Hardware Co 
Staley Paint Mfg. Co. 


Twin-Tilt Truck Co. 


U. S. Steel Corp. .. 

Universal Atlas Cement, 
Div. of U. S. Stee 

Warp Brothers 

West Coast Lumbermen’s Assn. 

Wheeling Corrugating Co. 

Wood Preseving Div., 
International Paper Co. . 








Purw for everyone 





One of the world’s finest remnete ae every “errs and 
activity~swimming, tennis, boating and salt water fishing ~ 


. »- 18-hole championship golf course at recut 
nightly in the beautiful Riverside Room . 
-organized activities and entertainment. 


. dancing ~~ 
. social director 


Choice of American or European Plan. 


COMPLETE FACILITIES FOR GROUPS AND CONVENTIONS 


On Wilmington 
island near 
historic 


IS Care 
ee 


SAVANNAH, “corn 


Write today for FREE illustrated Brochure or see your Travel Agent 


‘ 
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MANAGEMENY WORKSHOP-IN-PRINT 


Business Precepts for 


Particular People 





























During the series of 95 workshops, the workshop- 
pers have submitted hundreds of favorite mottoes, 
wise sayings, and proverbs. The following selections 
seom to have had the widest appeal to the group. 


a a Pa * * Po 
Second in a Series 


There are many matters pertaining to business 
which one can teach in a classroom. The thing which 
bothers me is the feeling that a man can be taught 
to be an executive in a classroom. This I don’t think 
can be done—it is not a matter of technical 
knowledge in economics or in labor relations. 

It’s a matter of human sympathy and human un- 
derstanding. Contrary to accepted thought, the good 
manager manages quite as much with his heart as 
with his head; quite as much with instinct and in- 
tuition as with precise formulae. 

You can teach a man the sciences, but you cannot 
make him a scientist. You can teach him engineer- 
ing, but you cannot make him an engineer. And in 
exactly the same way, you can teach him executive 
procedures, but you can’t make him an executive. 
Crawford H. Greenewalt 

“Safety First” has been the motto of the human 
race for half a million years; but it has never been 
the motto of leaders. A leader must face danger. He 
must take the risk and the blame, and the brunt of 
the storm. Herbert N. Casson 

My own observation of life leads me to the con- 
clusion that there is a very real relationship, both 
quantitatively and qualitatively, between what you 
contribute and what you get out of this world. Os- 
car Hammerstein Il 

Nothing splendid has ever been achieved except 
by those who dared believe that something inside 
them was superior to circumstances. Bruce Barton 

The most valuable executive is one who is train- 
ing somebody to be a better man than he is. R. C. 
Ingersoll 

One good idea is worth a year of hard work. 
H. Morgenthau 

You cannot antagonize and influence at the same 
time. J. S. Knox 

‘The answer for my not looking or feeling my age 
must lie in the fact that I have retained a lively in- 
terest in the fulfillment of some further goal. J. C. 
Penney 

You cannot delegate responsibility, and most im- 
portant, accountability. You are accountable for the 
results obtained in the area charged to your man- 
agement. Results are achieved through the quality 
and performance of the people on your staff—but 
you are responsible for what they do and how well 
they do it. 

Expectation is a function of good management. 
The manager who expects and demands more from 


himself than he is doing and more from his staff 
than they would do on their own initiative inevitably 
earns the respect of his staff and has an outstanding 
department. 

Good management consists in showing average 
people how to do the work of superior people. 
John D. Rockefeller 

As long as a man stands in his own way, every- 
thing seems to be in his way. Thoreau 

The average person has five senses: taste, touch, 
sight, smell and hearing. The unusual person has two 
more—horse and common! 

The way to get anything done is to make it neces- 
sary. M. D. Douglas 

There have always been great baseball players, but 
there are not so many today as there used to be 
because the boys are not so hungry. Baseball is only 
as great as the guy who is hungry to play it. A/ 
Schecht 

Professional selling is the art of so diplomatically 
and painlessly changing the other fellow’s mind to 
your way of thinking that he believes it is his idea. 
Frank J. Helmich 

Leadership, as the Army sees it, is a somewhat 
complex but definite characteristic. It is the out- 
growth of intelligence, education, training and ex- 
perience. There are certain essential qualities in the 
makeup of leadership which can be recognized in 
a man quite easily, even though he has never given 
a military command or order. 

Foremost among these qualities is the ability to 
think rapidly, clearly, and comprehensively. Above 
all, leadership requires a determination to carry one’s 
actions through to a logical and satisfactory con- 
clusion. These qualities being present, development 
of the remaining qualities is relatively easy. Harry 
A. Hopf. 

The most distinguished mark of a cultured mind 
is the ability to take another’s point of view; to put 
one’s self in another’s place, and see life and its prob- 
lems from a point of view different from one’s own. 

To be willing to test a new idea; to be able to live 
on the edge of difference in all matters intellectual- 
ly; to examine without heat the burning question of 
the day; to have imaginative sympathy, openness and 
flexibility of mind, steadiness and poise of feeling, 
cool calmness of judgment, is to have culture.— 
A.H.R. Fairchild 

Readers are invited to send in their own favorites, 
especially those which have a special flavor for lum- 
ber dealers. 
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Stay Competitive... 
Use This Handy 
Cover Card... 


to get details fast on the latest new products, ' 
sales aids, equipment and helpful literature. 





Kasiest to use - 


Keep the card folded out as you go through the 
magazine. Circle the numbers on items useful for 
your business. 

Mail the completed card and we will rush the 
inquiry to the manufacturer. No postage is re- 
quired. 





+ This card good until January 1, 1961 


Advertised Products September 26, 1960 
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Double-hung window by Curtis 








crease your profits—with sash made for, and pre-glazed with, 
Thermopane® insulating glass. Like the double-hung window 
in the illustration. Or in many other types of windows made 


<k Clr, 


ts 
©" Guaranteed by > 
Good Housekeeping 


\) 
22F 45 avvennsto WES 






by many millwork houses and sash manufacturers, 

House buyers want Thermopane. Builders who use it find 
that it’s a big selling feature. And with Thermopane-glazed sash 
available in double-hung, casement, awning and sliding types, 


‘ New Products, Sales Aids, Equipment, 
Quality you can put ‘ and Literature 
your finger on. 
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, : ke eatEeS 3 : Thermopane has won 

it’s easier to sell builders on putting it into every window of a shicceliceiniall 

house. Good Housekeeping 
Consult your sash supplier, or write to L‘O-F, for names Guaranty Seal. 

of leading sash manufacturers using Thermopane. 590 


Libbey: Owens:Ford Building, Toledo 1, Ohio. 





















° Name eee Sree - 
" Company 
Made in U.S.A. LIBBEY-OWENS-FORD ' — log 
only by TOLEDO 1, OHIO ' 
INSULATING GLASS Address ute ‘ oY 
. City ee State os 


Circle No. 191 on Handy Cover Card Dealer ___ Wholesaler 











Fold Out for 
New, Free 
Inquiry Card 


Here’s the handiest card yet — 


@ no turning back to find the card as 
you turn the pages. It’s always in 
front of you. 


@ covers both editorial and ads. 





@ just one inquiry brings you the 
latest facts from all manufacturers 
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Genuine 

Original 
America’s No. | Plastic Window Material 

e CRYSTAL-CLEAR 


. FLEXIBLE 


Advertised 48” 36” 
Retail— 


Lin. Ft. 40° 29° 26° 


- DURABLE 


» SHATTER-PROOF 


® Guaranteed 2 Years 


® 
FLreEx-O-GLASS 


Special formula plastic pro- 
duced by a special process only 
by Warp Bros. Flex-O-Glass is 
easy to sew and will heat-seal. 
Transmits ultra-violet light. 


3 Widths—28"-36"-48” 


SEMI-RIGID 
CRYSTAL-CLEAR 
Made in 5 MIL and 
10 MIL THICKNESS. 
A highly transparent 
materia! that will give 
satisfactory service. 


Advertised Retail “ Re 
10 Mil—36” ain BQ Ft. 2 Widths~36"-48" 














WATER-PROOF 
MESH BASE 

\} Reinforced with 4” 

mesh green waterproof 

cord, with plastic glass 

%Z applied both sides. 

>» Very durable. Highly 

Tet transparent. Glass-O- 

- ’ Net is patented. 
Advertised Square 

Retail Price 78¢ Yard 


36” Width Only 
Yards C 





| harpl Wrr-O- Giass 


GALVANIZED 
4 MESH WiRE BASE 


Every wire imbedded 
in a cushion plastic. 
Plastic glass applied 
both sides and fused 
into solid sheet for 
RR durability and weath- 
. er resistance. 
Advertised $ 90 | Square 
Retail Price 1. Yard 2 Widths—28”-36” 


‘38 Yds. 50 Yds, 100 Yds. 





WINDOW KIT 
Early Order 


SPECIAL— 


REALLY SELL Easy On’s THIS FALL AND WINTER 


You can save 5% by ordering this sales- 
making Easy-On Merchandiser before 
Oct. 1, 1960. Red, white, and blue dis- 
play assembles in secon Takes less 
than 3 sq. ft. of space. 


Still Available in 3 Doz. Pack - Cat. No. EZ 36 


Regular 
$37.44 


SPECIAL 
$35.55 


Until Oct. 1, 1960 





Each Individually BOXED Easy-On Kit Contains: 
8. Package of Nails. 
Enough for the Job. 


2. 18 Feet Fibre 


1. 72”x36” Transparent 
Moulding 


Plastic Sheet. 














Pra. “tae Ot RS 
Mite 


Cat. No. 
EZ-144 144 += 4 
EZ-36 86 ts 





Warpe SCREEN- Giass 


GALVANIZED 

14 MESH BASE 

Galvanized screen 
cloth imbedded in 
exceptionally clear, 
waterproof plastic. 
Extremely durable 
for long service. The 
best made. 


Advertised 3 WIDTHS 
Retail Price 28” — 36” — 48” 





FITS EVERY DOOR —7ft. x 3 ft. 
2 DOZ. IN COUNTER MERCHANDISER 


Complete Kit Contains: 

1. 84”x36” Transparent Plastic 
2. 21 Feet Fibre Moulding 

8. Large Package of Nails 


Individually Boxed 


oe he pe 





JUMBO SIZE 


6 Ft. x 10 Ft. 


STORM WINDOW KIT 


- = -For Picture Windows- 
Complete Kit Contai 
6’x10’ Transpar- 
ent Plastic 
60’ Special For- 
mula Double- 
Face Tape. 





1 DOZ. IN DISPENSER BOX 


Complete Kit Contains: 


1. 84x86” Weatherproof Kraft 
with 12”x12” transparent window 


2. 21 Feet Fibre Moulding. 
3. Package of Nails. 


READY TO TACK ON! 


Individually Wrapped RETAIL 


Poly Pine 


FULL SIZE WINDOWS IN EACH 
KIT — READY TO TACK ON! 


Co 2-Window Kit Contains: 
2 Sheets Plastic—Each 72”x36” 

2 36 Feet Fibre Moulding 

3. 2 Packages of Nails 














TWO ISSUES THIS MONTH—ALWAYS FIRST WITH PROFIT IDEAS, NEWS / OCTOBER 10, 1960 





